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DOUBLE DUTY 
INSULITE GIVES 


Look at it this way: 


Most remodeling jobs need new walls and ceilings. Walls and ceilings need 
insulation. Therefore, ‘why not sell your customer a material that will give him 
both for the cost of one? 
Double-duty INSULITE is made to order for remodeling jobs. It does two 
things for the price of one: 


(1st) It Incloses (2nd) It Insulates 


It provides walls PLUS insulation. It’s a dual purpose material with a wide 
variety of uses that means increased sales for you. There are Insulite boards for outside 
sheathing and inside plaster base, for attic walls and finished room walls. One product 
helps sell the other, and they all #vsuz/ate as they build. 
That’s double for anyone’s money. 
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@ For a quality window glass, 
having excellent visional proper- 
ties and a brilliant surface finish on 
both sides of the sheet, depend on “Pennvernon.” 


It is unexcelled in meeting the most exacting 


requirements of sheet glass. 


When you sell “Pennvernon” — not just 


“window glass,” you’re sure that your customers 
ENNVERNON wits scisiea 


Window Glass 
"pirtsBuRGH’ stench fot Quality Glass and hit’ 
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LUMBER PRICES ARE STABILIZING, states the 65th quarterly 


report of the Lumber Survey Committee. The peak was reached in 
April when overall prices were 273.5 percent of the 1926 prices. 
In May this index dropped to 269.4 and in June to 266.1. This com- 
pares with 269.3 for March, 1947. Upper grade lumber, shop lum- 
ber, hardwood flooring and certain items of dimension continued 
in heavy demand. Slight increases were recorded in a number 
of items. There was a surplus of most of the common softwood 
grades in this quarter, accompanied by a break in prices. The 
third quarter brought an increased demand for all grades. 


LUMBER PRODUCTION IS UP 11.1 PERCENT for the first six 


months of 1947 compared with the same period last year. Output 
for the first half of this year reached 15,710,000,000 feet, reported 
the National Lumber Manufacturers Association. 


GOVERNMENT HOUSING TOOK A LICKING at the hands of the 


American Legion at the National Convention in New York. A mi- 
nority committee favored the T-E-W Bill. However, the bill was 
rejected by a roll call vote of 2796-1722. James F. O'Neil, new 
national commander of the American Legion, labeled housing the 


No. 2 problem of his administration. Universal military training is 
No. 1. 


BUILDING MATERIALS OUTPUT WAS OFF in June, the Com- 


merce Department reported. The decline in the production index 
of 19 construction materials totaled 0.5 or from 137.9 in May to 137.4 
in June. Principal declines were in cast iron products and lumber. 
At 137.4 the composite index stood eight points above June, 1946. 


VALUE OF NEW CONSTRUCTION for the month of August, re- 


ports the U. S. Department of Commerce, reached $1,212,000,000. 
This compared with $1,153,000,000 for July. The volume for August 
was 15 percent ahead of that for August, 1946. New construction 
for the first eight months of this year had a value of $7,721,000,000 
compared with $5,862,000,000 for a like period in 1946. 


VALUE OF BUILDING PERMITS WAS HIGHER in July than in 


June, reported Dun & Bradstreet in a statement covering 215 cities. 
The July total for 215 cities was $281,705,850 compared with $280,- 
578,599 in June and $213,467,921 a year ago. However, for the first 
seven months of 1947 these same cities reported a decline of 7.9 
percent in the value of permits issued. 


NEW BUILDING BRICK cheaper and stronger than those made 


from clay was announced by Dr. John H. Koenig, director of the 
New Jersey Ceramics Research Station at Rutgers University. The 
new brick is manufactured from fly ash collected in soot precipita- 
tors placed in industrial smoke stacks and slag collected from the 
bottom of furnaces in which powdered soft coal has been burned. 
Utility companies alone are estimated to produce about 2,000,000 
tons of fly ash and slag annually. 


HARDWOOD FLOORING REACHED HIGHEST LEVEL since 1941. 


Output of oak flooring during the first half of 1947 was 237.8 per- 
cent of the first half of 1946; production of maple, beech and birch 
flooring was 150.4 percent of corresponding six months of 1946. 
Production of oak flooring during the second quarter of 1947 was 
estimated at 143,055,000 feet, an increase of 18.1 percent over the 
lirst quarter. Shipments during the second quarter were estimated 
at 139,414,000 feet, an increase of 15 percent over the first quarter 
of this year. 
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“DESCALATOR" CLAUSE 


Lumber wholesaler passes 
savings along to customer 


ONE definite step toward re- 
ducing building costs has _ been 
taken by Marsh & Truman Lumber 
Co., Chicago, in adopting an esca- 
lator-clause-in-reverse. 

Under the “‘descalator” clause, as 
the company terms the new pro- 
vision, customers are given a maxi- 
mum price. If the mill price is less 
than expected or if lower freight 
charges are obtained, the company 
passes the price advantage along to 
the customer. 


Although the new provision will 
not apply directly to building con- 
tracts, it will enable contractors 
buying their lumber under the 
“descalator” clause to eliminate any 
escalator clause insofar as lumber 
prices are concerned. 

“In selling lumber we find that 
very often we can buy on a lower 
freight rate than anticipated and 
can make other unexpected savings 
that we have decided to pass back 
to our customers,” said A. Fletcher 
Marsh, president of the company. 


It is Mr. Marsh’s theory that 
over-normal prices in industry gen- 
erally are caused by management’s 
desire to protect itself against un- 
foreseen expenses. When these ex- 
penses do not develop, earnings are 
out of line. 

“Since no one knows costs, plenty 
is put on the price,” observes Mr. 
Marsh. 

Marsh and Truman tried out the 
“descalator” clause for a month be- 
fore making a public announce- 
ment. It worked so well during 
that period that the firm decided 
to make the policy official. 


SALES 
Building materials dealers 
report increasing business 


JULY sales by lumber-building 
materials dealers topped June sales 
in 29 cities throughout the coun- 
try. Sales for July were under 
June in 11 cities. 

Each of the reporting cities 
showed a substantial increase in 
sales for the first seven months of 
this year compared with a like 
period in 1946. These increases 
varied from 3 percent in Detroit to 





7 








ly supply the dema 
RED BRAND—vwe are 


brand recognition thr 
nation-wide advertising— 





NEWS ««¢ TRENDS 





78 percent in Washington, D. C. 

‘Among the cities reporting in- 
creases for July, 1947, compared 
with June of this year, were: San 
Francisco, 31 percent; Jacksonville, 
11 percent; Atlanta, 15 percent; 
Chicago, 18 percent; Boston, 5 
percent; Detroit, 22 percent; Kan- 
sas City, 16 percent; Rochester, 
N. Y., 10 percent; Cleveland, 9 
percent; Pittsburgh, 12 percent; 
Dallas, 19 percent; Salt Lake City, 
8 percent; New York City, 1 per- 
cent. 

Among cities reporting decreased 
business for lumber and building- 
materials dealers were: Louisville, 
2 percent; New Orleans, 4 percent; 
Baltimore, 4 percent; St. Louis, 5 
percent; Buffalo, 4 percent; Seattle, 
5 percent. 


BUILDING MATERIALS 


Production decline for 13 of 
19 products noted in August 


THIRTEEN of 19 selected build- 
ing materials showed production 
declines for the month of August, 
the U. S. Department of Commerce 
reported. 

Here is a breakdown of the 
major building materials as_in- 
dicated by the department’s report. 

LUMBER—FEstimates show pro- 
duction in June of 2,821,000,000 
board feet, a decrease of 4 per cent 
from May, 1947, but 3 per cent 
above June, 1946. Mill and con- 
centration yard stocks at the end 
of June, 1947 totaled 5,266,000,000 
board feet, a gain of about 725,- 
000,000 board feet since Jan. 1. 


HARDWOOD FLOORING—June 
production of finished hardwood 
flooring (standard grades), esti- 
mated at 52,110,000,000 board feet, 
was 3 per cent less than in May. 
Estimated production of 290,799,- 
000 board feet in the first six 
months of 1947 was 125 per cent 
above output in the same period 
last year. 


STEEL—July production of steel 
ingots and steel for castings 
amounted to 6,572,000 tons, using 
85 per cent of capacity, a 6 per 
cent decrease from June. 


CLAY PRODUCTS—Production 
of the three major clay products— 








KEYSTONE STEEL & WIRE CO. PEORIA 7, ILLINOIS 
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unglazed brick, unglazed structural 
clay tile and vitrified clay sewer 
pipe—was considerably higher than 
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in the first. six months of 1947 than 
in the same period last year. 


BRICK (common and face)— 
June production of 414,078,000 
brick, the highest this year, showed 
a slight gain over May and was 9 
per cent higher than that of June, 
1946. 


GYPSUM BOARD AND LATH 
—July production estimated at 
320,000,000 square feet, was 3 per 
cent above June and the largest in 
the history of the industry. Lath 
production in July, estimated at 
14,000,000 square feet, was also 
an all-time high and now repre- 
sents about 45 per cent of total 
gypsum board output. 


CEMENT — Production of ap- 
proximately 16,000,000 barrels in 
June was 19 per cent above May 
and 10 per cent above June, 1946. 
Production in the January-June 
period was 21 per cent above pro- 
duction in the first six months of 
the peak production year, 1942. 


CAST IRON PRESSURE PIPE 

June shipments of 85,968 tons 
were 9 per cent below those of May, 
but 47 per cent above shipments in 
June, 1946. Total shipments for 
the six months of 1947 were 517,- 
301 tons, an increase of 41 per cent 
over the same period in 1946. 


BUILDERS’ HARDWARE— 
Supply and demand will probably 
not balance until the last quarter 
of this year, although supply is 
steadily improving. Locksets are 
still in short supply. Heavy hard- 
ware output is improving. 


STEEL WINDOWS—Supply of 
all types of metal residential win- 
dows is improving and supply and 
demand are approaching a balance. 


NAILS—Production of nails de- 
clined from 71,236 tons in May 
to 64,488 tons in June. Small deal- 
ers’ and distributors’ supplies are 
still tight and shipments are spotty. 


HEATING EQUIPMENT—June 
production of cast iron radiation 
(including cast iron convectors) 
Was 4,472,000 square feet, a de- 
crease of 10 per cent from May. 
Production in the first half of this 
year totaled 27,925,000 square feet, 
an increase of 78 per cent over the 
Same period in 1946. 


ASPHALT ROOFING MATE- 
RIALS—June shipments of pre- 
pared roofing, siding materials and 
felts totaling 17,232,000 squares, 
were 2 per cent less than in May 
but 15 per cent above shipments 
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SALES REPEAT ON KYANWE FLOOR 


——~_ Any product many _vell_suee-20E = variety of reasons ... 
pretty package,—snappy sales talk, slick substitution, to 
name-a few ... but only a downrigh ¢d-product can be 

~sold again and again and_again. 


That’s why—Kyanize Floor Enamel keeps repeating . on 
___it’s-good. Hard to beat in fact fo otid covering, quick 
RAR ~~ drying waterproof enamel-forall floors. Hard for any other 

ARS dealer to beat any kind of competition. 
basing — For users, the L e surface. 
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* “RUST OR CORRODE? No sir, 

not LUMITE quality insect 
screen cloth! Weathering tests and 
laboratory tests both prove it’s posi- 


tively rustproof, corrosion-proof!” 


“AND DOES IT LAST! In 6G dif- 
ferent tests for durability— 





made by an independent engineer- 
ing organization—LUMITE’s basic ma- 


terial, Dow’s Saran, won top rating.” 


ih “GUARANTEED NOT TO STAIN. 
In 4 years’ exposure to all 
linds of climate, LUMITE has never 


’ 99 


caused staining or ‘bleeding’. 


LUMITE 


FOR BIGGER LUMITE SALES 


4 “‘"NEVER NEEDS PAINTING. Be- 

cause LUMITE is unaffected by 
salt air, rain, sun, heat or cold, it 
needs no protective coating of any 


kind—never loses its initial beauty.” 


+ “LUMITE WON’T DENT OR 
BULGE. Even 42,300 blows of 
a 5-pound weight couldn’t hurt it. 
With filament diameter of .015”, its 


impact strength exceeds metal!” 


MR. DEALER ... ask your wholesaler 
for LUMITE’S 5 free sales aids— 
framed screen, swatch samples, win- 
dow streamers, folders, ad mats. 


DIVISION 


Chicovee Manufacturing Corp., 47 Worth Street, New York 13, N. Y. 





QUALITY INSECT SCREEN CLOTH 


*Registered Trade Mark 


DISTRIBUTED THROUGH HARDWARE AND WOODWORK WHOLESALERS 
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in June, 1946. Total shipments for 
the first six months of this year 
were 43,048,000 squares, an_in- 
crease of 21 per cent over the cor- 
responding period in 1946. 


WINNERS 


Letter written by R. L. Nowels 
wins AL&BPM prize competition 


WINNERS in the prize competi- 
tion that will help editors of 
AMERICAN LUMBERMAN & BUILD- 
ING PRODUCTS MERCHANDISER pre- 
pare an improved Products Data 





RUSSELL L. NOWELS, first prize. 


Manual and Store Departmentizer 
next year are herewith announced. 

Contest letters were in two clas- 
sifications : 


1. Letters naming saleable items 
overlooked in the Products Data 
Manual. 


2. Letters containing suggested 
improvements to the Department- 
izer. 


Since there were no entries in 
the first classification, the editors’ 
believe that the lists of saleable 
products already published are 
quite complete as they stand. 


Suggestions for improving the 
Departmentizer, as outlined in let- 
ters submitted by contestants, will 
be incorporated in next year's 
issue. 

Russell L. Nowels, president of 
the Nowels Lumber and _ Coal 
Company, Rochester, Mich., was 
awarded first prize of $100. 


Honorable mention awards of 
gold-plated pens of the ball-point 
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CASEMENT WINDOW IS MADE IN BOTH 


STELL & ALUMINUM 





Mesker Dealers are now able to satisfy builders’ and own- 













ers’ preference for windows made in either steel or aluminum. 


The new American Home line makes it possible for 





Mesker Dealers to meet... with only one line of metal 
windows ... the widest range of demand from standard- 
priced steel to higher-priced deluxe aluminum. 


Manufacturing American Home windows both in steel 
and in aluminum enables us to keep our expanded plant 






operating at full capacity, thus holding unit costs on all win- 





PREFABRICATED COMPLETE 
WITH WOOD SURROUND 


® More exclusive features than any 
other window on the market. 


dows down as low as possible under present day conditions. 















Having nationally-advertised American Home casement 











Nationally advertised for windows in aluminum as well as steel allows dealers the op- 


consumer acceptance. portunity to upgrade many orders to the higher-priced alumi- 


© Quickly, cheaply, installed 
in frame, brick-veneer or 
brick construction. 


num units and thus make a bigger dollars-and-cents profit. 












‘ ' ; Offering windows in both steel and aluminum makes the 
© Harmonizes with any archi- 


tectural style. American Home not only the finest but also the most com- 












e The only metal casements 
designed for outside metal 
storm sashing. 


plete line of residential casements on the market. 

















Even in costlier aluminum, complete prefabrication and 
© Rotary operator opens and 


closes with a twist of the wrist. packaging makes the American Home Casement a quality 


® Safely attached inside screens “buy”. And remember, you make not one but ¢hree profits on 
are interchangeable. No mark- 
ing for storage —no painting 
necessary 









every sale...on the window, on screens and on storm sash. 
It’s the window owners like to have, contractors like to in- 


© Permanently weather-tight, stall, and thousands of dealers all over America like to sell. 
cannot swell, shrink, warp, 
rattle or stick. Keeps heat in 


and weather out. 


Write for descriptive folder. Mesker Brothers, Sales Div. 
AL97, 4344 Geraldine, St. Louis 15, Mo. 


: fret pag Were ea,” 
Ncscnnenens 
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WROUGHT STEEL 
STRAP HINGES» 


J. 


H. VAUGHAN BLACK, honorable mention. 


type have been made to Frank 
H. Morrison, training supervisor, 
Whipple Bros., Inc., Laceyville, Pa., 
and H. Vaughan Black, Dyke 
Brothers, Little Rock, Ark. 


LZAL 


FRANK H. MORRISON, honorable mention. 
MIDDLE CLASS 


Building costs must be cut 
to meet the potential market 
THE National Association of 
Home Builders has released a book- 
let intended to convince the public 
that the cost of home building has 
increased less than other cost-of- 
living factors. Hence, now is the 

time to build. 
; NAHB quotes statistics to show 
MANUFACTURING COMPANY a wo that the cost of new homes has 
; “* Bi; gone up only 82 percent since 1935- 
1939; meantime, clothing has gone 
up 85 percent and food 88 percent. 
At the same time, the average in- 
dividual income after taxes is up 

119 percent. 

Commenting on this situation, an 


PITTSBURGH 12, PENNSYLVANIA 
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e@ Smooth-grained, easily paintable doors and windows 
of Ponderosa Pine have always been outstanding profit 
items for dealers. Today, Ponderosa Pine Woodwork 
helps to clinch and protect your long-range profits with 
‘“Today’s Idea House’”’—32-page, fully illustrated book- 
let. Here are three ways to put it to work for you: 
Local newspaper tie-ins, over your own signature— 
offering ““Today’s Idea House”’ to prospective home 


Gor Friendly Living . - - 
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> How to multiply your PROFITS 
with this Business-Building Book 


builders—are an effective way to get the better class of 
customers into your yard. 


Sending copies of ““T'oday’s Idea House’’ to your cus- 
tomer list will uncover many a job which might have 
gone elsewhere. 

And using “Today’s Idea House” in presentations 
made to groups of prospective home builders—clubs— 
will pay dividends in continuing sales. 

Send today for a sample copy of ““Today’s Idea 
House” and see for yourself why hundreds of thousands 
of people consider it a valuable aid in home planning. 
Then order copies in quantity at 10 cents per copy— 
just mail the coupon! 


ee ee ee ee eS ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee oe 


PoNbDEROSA PINE Woopwork 
Dept. PAL-9, 111 West Washington Street, Chicago 2, Illinois 


Please send me a free copy of ““Today’s Idea House.”’ (Please Print) 
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Gaining Momentum 
in Lumber Production 


Here at the two modern mills of Ozan are 
men skilled and trained in every approved 
method of lumber production. And here are 
fast precision machines of latest type. All 
the resources of this organization are em- 
ployed in the making of top quality lumber 
and sending it quickly to retail lumber deal- 
ers. Thus we are co-operating in helping to 
solve America's number one_ problem, 


HOUSING. 


Even with increased facilities of production, 
we still are unable to keep up with the de- 
mand for Ozan Pine Lumber. But be assured, 
Mr. Lumber Dealer, we keep on doing our 
very best to supply your needs. 





SHORTLEAF PINE 


Ozan Lumber Company 
Prescott, Ark. 










In line with pres- 
ent-day demands 
for dry lumber, 
Craig Mountain, 
as part of a sub- 
stantial program 
of plant improve- 
ment, has recent- 
ly modernized its 
kilns to the lat- 
est type. 


mMOUNTAIy 
WIGH Ip 


Automatic stack- 
ers and unstack- 
ers are being in- 
stalled and our 
handling and pil- 
ing are being 
mechanized. 
Craig Mountain 
policy is always 
to utilize the 
most modern 
equipment and 
methods. 


Member Western 
Pine Acsociation 



































Winchester,Idaho 








NEWS aed TRENDS 


editorial in The Chicago Daily 
News points out that the bulk of 
the 119 percent increase has gone 
to two groups: the former low in- 
come group and the highest income 
group. 

However, the vast middle class 
which comprises the largest normal 
market for new homes, has not had 
a comparable increase in income. 
It is still waiting for a reduction 
in building costs that will justify 
the necessary investment. 


DODGE REPORT 


Value of July contracts is 
8 per cent under July, 1946 


A contraseasonal increase in in- 
vestment commitments for con- 
struction is revealed in tabulations 
of project contracts awarded in 
July in the 37 states east of the 
Rocky Mountains, it was reported 
by F. W. Dodge Corporation, a 
fact-finding organization for the 
construction industry. 

The Dodge field staff filed reports 
on 28,7384 projects reaching the 
contract-award stage in July. These 
projects have a total value of $660,- 
254,000, representing a gain of 9 
per cent over the valuation of June 


contracts and a decline of 8 per 
cent from the total for July of last 
year. Nearly all districts showed 
an upswing over June, the excep- 
tions being western Pennsylvania 
and West Virginia, and the area 
composed of eastern Missouri, 
southern Illinois, western Ten- 
nessee and Arkansas. In most areas, 
the July volume also exceeded the 
total for July of last year. 
Residential and _ nonresidential 
construction shared in the increase 
over June, but heavy engineering 
contract valuations were down 11 


. per cent from the previous month. 


Nonresidential contracts increased 
by 21 per cent and residential work 
showed a 15 per cent gain over the 
preceding month. 


FURTHER RELIEF 


EASING of building controls to 
allow construction of summer 
camps, city-operated swimming 
pools and school gymnasiums was 
announced by Housing Expediter 
Frank Creedon. 

Schools and churches are now 
also allowed to build assembly 
halls, field houses, indoor stadiums, 


theaters, bleachers and _ grand- 
stands. 
Strict controls, Creedon said, 


will still be maintained over bars, 
dance halls and similar structures. 
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“Haven‘t you one with more spirit—like “Get the Hell Off the Grass!’ ” 
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YOU PUT US ON TOP! 


An editor may be forgiven the rare use of this page to express a per- 
sonal gratitude for developments close to his heart. 


The latest circulation statements show that American Lumberman & 
Building Products Merchandiser has a paid circulation of appréximately 
20,000, and the largest among distributors of lumber and building products. 
Our renewal percentage is also tops—over eight out of ten readers are 
renewing their subscriptions regularly. 


This phenomenal growth is primarily due to the interest, cooperation 
and loyalty of lumber and building products dealers, and cannot be attrib- 
uted solely to our own labors. The editorial mail brings many heart-warm- 
ing expressions of approval of the informative, educational and merchan- 
dising features of our every other Saturday issues. For this we are truly 
grateful. 


Coupled with that gratitude is a determination to throw ever greater 
energy into the work of improving the environment and structure of build- 
ing products retailing—of aiding in the development and growth of the 
lives and fortunes of dealers and their employees. 


Plans have been formulated for a greatly improved and expanded mag- 
azine in the year ahead. 


Our publishing house has no divided loyalties. We are 100 percent for 
the dealer as the center of local merchandising initiative. 
We will "hew to that line" with consistency and unshaken faith. 


EDITOR 
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RUSSELL L. FISH, president of the Welch 
company, Scituate, Mass. 


HEN RUSSELL L. FISH, 

president of the Welch com- 
pany Inc., Scituate, Mass., began 
work in a lumber yard 22 years 
ago, most people, least of all him- 
self, thought Russ would be run- 
ning this yard himself one day. 

He drove a coal truck in the yard 
then. Today, Mr. Fish not only 
runs his own business in a man- 
ner that attracts other dealers to 
Scituate to see how he does it, but 
he is vice president of the Pilgrim 
Co-operative bank, Cohasset, and a 
director of the Rockland Trust 
company, Rockland. 

He served as president of the 
Massachusetts Retail Lumber 
Dealers’ association for two years 
and is currently fourth vice presi- 
dent of the Northeastern Retail 
Lumbermen’s association. In addi- 
tion, he is an active participant in 


For the Future 


In Scituate, Mass., The Welch company Inc. 
is expanding its physical plant and training 
its personnel to serve every consumer need. 


community life in Scituate, a town 
of 5,000 on Cape Cod. 
FAMILY TRADE 

WELCH company caters to the 
family trade. In addition to the 
basic building supplies — lumber, 
paint, hardware, insulation, ete.— 
there is a large gift shop that is 
doing an increasingly large volume 
of business. How this shop is 
operated will be explained in a 
separate article. 

Although most of the gift’s are 
purchased by women, it is found 
that they rarely leave the store 
without making a purchase in an- 
other department. 

About a year ago, in one end of 
his store, Mr. Fish opened a good- 
sized restaurant. Although he has 


now turned over its management 
to someone else, this restaurant 
does a thriving business. 


There 





MAIN store, which is about a block long, has ample show window space. Three off-the-street 
entrances lead customers into the store. 
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is a ground-level entrance from the 
restaurant directly into the main 
store of the Welch company; an- 
other entrance leads from the main 
street into the store; a third en- 
trance from the street will lead cus- 
tomers into the recently-opened 
appliance section of the store. 

Children who come into the store 
at Christmas time will find Santa 
Claus on hand to greet them. There 
is an ice cream cone for every 
child. 

Some thought is being given to 
a photography department, a fea- 
ture that many dealers might con- 
sider a radical departure from 
building material sales. Mr. Fish 
considers this innovation part of 
customer service. 

His merchandising philosophy is 
summed up as follows: 

“Anything that we can sell we 
buy.” 

Lumber is No. 1 item at the 
Welch company in volume sales. 
Second, in departmental break- 
down, is the gift department. Then 
comes the electrical appliance de- 
partment, paint, builders’ hard- 
ware and other building materials, 
in addition to coal and coke. 

The physical plant occupies four 
acres overall. The railroad siding 
is a mile away. Since the rear of 
the store overlooks nearby Scituate 
harbor, it is only natural that the 
store stocks a fair supply of marine 
hardware. 

An assistant is being trained 
for every key position in the store. 
Vacations or sickness do not rob 
the organization of its working 
efficiency. An effort is being made 
by Mr. Fish to train veterans who 
wish to become established in the 
retail lumber business. One is now 
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FIVE trucks are kept busy on deliveries for the Welch company. 





GEORGE CLAPP is head of the shipping 
department. 


being trained in the hardware de- 
partment and another in the paint 
department. 


APPLIANCE DEPARTMENT 

NEWEST of the major depart- 
ments is the electrical appliance de- 
partment, which is under the joint 
managership of Mr. and Mrs. Gard- 
ner Cole. Mr. Cole, an employe of 
an appliance company for 20 years, 
has had a vast amount of experi- 
ence in commercial electrical cook- 
ing. He is familiar with all util- 
ity rates in the area and can ad- 
vise customers on rate consumption 
as well as other factors. He can 
also draw plans for kitchen remod- 
eling jobs. Mrs. Cole, as a gradu- 
ate home economist and an em- 
ploye in the home department of 


NOTE how the boards and strips are di- 
vided into sections in the lumber shed in a 
neat arrangement which makes it possible to 
find any item at once. 
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the Boston Edison company for 
nine years, is frequently called 
upon to demonstrate ironers and 
other kitchen appliances. 

Speaking of the appliance cus- 
tomer, Mr. Cole said: 

“T know he won’t buy everything 
at one time, but I do urge the cus- 
tomer to work with me so that the 
kitchen will not have to be modi- 
fied later.” 

In order that customers will get 
a good idea what lighting fixtures 
will look like as they will actually 
be used, Mr. Coie sometimes ear- 
ries fixtures into the home for 
demonstration purposes. 

Among the appliances noted on 
the flood were: radios, refrigera- 
tors, ranges, dish washers, wash- 
ing machines, ironers and home 
freezers. 


MATERIALS DEMONSTRATED 


OFFICES have been built to 
demonstrate the use of building 
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materials sold by the company. For 
example, the electrical department 
office is complete with a mantle, 
fireplace and oak flooring. One 
room has been set aside for a com- 
plete model kitchen with refrigera- 
tor, kitchen cabinets, sink and 
casement windows. The new ship- 
ping department shows the use of 
mahogany plywood walls and ceil- 
ing tile. Plans include a special 
display room for lumber and build- 
ing materials. 

The company’s 34 employes in- 
cludes 14 men in the yard and an 
equal number of employes in the 
building materials side of the main 
store. Six persons are employed 
in the gift department. Studies 
are being made by Mr. Fish to de- 
termine a commisssion schedule 
for salesmen. 

Prospective home builders call- 
ing at the Welch company will have 
an opportunity to inspect the plans 
issued by the Northeastern Retai! 
Lumber Dealers association. The 
store is in a position to recommend 
several contractors, two of which 
are also architects. His banking 
connections give Mr. Fish a good 
opportunity to assist customers 
who desire financing assistance. 

Weekly advertisements are 
placed in the Scituate Herald. The 
Welch company subscribes to the 
Norm Advertising service. When 
it comes to writing the advertise- 
ments, Mr. Fish is helped by his 
store manager, Robert Smith and 
his sister, Mrs. Priscilla L. Web- 
ster, who is in charge of the gift 
department. 


GOOD WILL BUILDER 


GIVING away actual items of 
merchandise as waste baskets and 
boudoir lamps are excellent good- 
will builders, Mr. Fish _ believes. 
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These items are given away for 
church sales, bridge party prizes 
and the like. Mr. Fish does not 
believe in advertising price. The 
customer will come in and investi- 
gate once his curiosity is piqued, 
Mr. Fish is convinced. 


The Welch company’s advertise- 
ment was carried on 4,000 bank 
envelopes distributed free of 
charge by the Rockland Trust com- 
pany. 

Heating and plumbing supplies 
are the only major items going into 
a home that are not handled by 
the Welch company. However, there 
are friendly contractors on _ the 
street to whom this business is 
directed. Contractor customers re- 
ceive a 10 percent differential un- 
der prices quoted normal consu- 
mer trade. 

In addition to the appliance de- 
partment, which was’ converted 
from an old lumber shed, and the 
gift department which now _in- 
cludes a separate room solely for 
lamps, there is a second floor de- 
voted largely to house and lawn 
furniture. In fact a shopper in 
this floor will even find woolen 
shirts and rubber boots! However, 
most items hold very closely to the 
modern retail lumber dealers’ con- 
ception of an up-to-date store. 

Store hours are from 7:30 to 
6 Monday through Friday and 7:30 
to 9 on Saturday. 

Other department heads, aside 
from those already named, who 
help make the Welch company a 
smooth-working organization are: 
George Clapp, lumber; John Tay- 
lor, paint; Edmund Fortier, hard- 
ware, and Miss Velma Ainslie, kit- 
chenware. 











Financial Progress of the Welch company inc. 


These figures, taken from the books of the Welch company Inc. reflect 
the financial he of the company since it was taken over 13 years 
ell 


ago by Russell L. Fish, president. 
YEAR NET SALES 
1934 $101,578 
1935 142,883 
1936 172,743 
1937 220,414 
1938 263,725 
1939 279,400 
1940 293,676 
194] 314,467 
1942 349,876 
1943 335,228 
1944 369,038 
1945 385,762 
1946 470,910 


NET PROFITS 


$1,654 
777 
6,022 
9,126 
9,386 
9,558 
10,227 
16,803 
14,104 
11,547 
15,049 
17,893 
15,352 


CAPITAL STOCK 
& SURPLUS 


$30,016 

30,793 

36,815 

45,941 
101,965 
111,523 
121,750 
138,553 
152,657 
164,204 
179,253 
197,146 
212,498 











SEVERAL of the key executives in the organization, left to right; John Taylor, paint; Robert 
Smith, store manager; Elwood Ainslie, pricing expert. 


MR. AND MRS. GARDNER COLE, who are in charge of the appliance department, confer in their private 
office, left. The Morgan mantle, fireplace and wallpaper give the office a home-like touch appreciated by 










visiting customers. Corner of the appliance section of the store, right, shows Mrs. Cole demonstrating an 
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ironer to a prospective customer. 














THIS view of the office gives some idea of how the various products have been displayed by 
skilfully incorporating them into the structure. 
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MASTER MERCHANTS OF THE LIGHT 
CONSTRUCTION INDUSTRY 


One of the Nation's eutstanding building products re 
tailers is featured in each issue of this publication. 
editors of American Lumberman & Building Products 
Merchandiser believe these articles will be @ source of 
practical business ideas and inspiration to other retailers 
in the industry. Only top-flight merchants will be fea- 
tured in the series, but @ sufficiently large number of 
them meet the exacting requirements so thet it will teke 
many months to cover them all. 
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Equipped for Modern Merchandising 


With a sparkling new store and a consumer selling 
program, Bison Lumber company is prepared to 
continue its phenomenal gains of the past 15 years. 


[' WASN’T EXACTLY momen- 
tous news when the Bison Lum- 
ber company, Buffalo, N. Y., was 
started in the depression year of 
1932. In the intervening 15 
years, however, the retail firm has 
made news. Growing steadily ever 
since its small start, the company 
now does an annual sales volume of 
well over a million dollars. About 
one-third of the sales are to home- 
owners, one-third to contractors, 
and the remaining third to indus- 
trial firms. This represents well- 
balanced operation for a metropoli- 
tan yard. 

J. A. McCully, general manager 
of the Bison Lumber company, 
ranks as a Master Merchant for 
his important role in steering the 
firm through its period of phenom- 
enal growth to its current position 
as one of the larger and more pro- 
gressive dealerships in the North- 
east. It has long been Mr. Mc- 
Cully’s management policy to keep 
pace with increasing volume by 
constantly improving the physical 
plant and service facilities. Dur- 
ing the past few years he has car- 
ried out a dynamic program of 
plant modernization. 

A new store and office building 
was constructed on the site of the 
old building without any interrup- 
tion or disturbance to office routine. 
The old building, complete with oc- 
cupants and equipment, was moved 
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PART of the attractive store, showing circular display island, glass-front sales counter and 
other displays. Note modern lighting fixtures. 


on rollers back into the yard and 
used there as the new building 
was under construction. 

Customers have been delighted 
with the new store, which is thor- 
oughly modern and_ attractive. 
Products offered for sale have been 
cleverly incorporated into the struc- 
ture so that they serve as effec- 
tive displays. Various kinds of 
siding, shingles, doors, picture win- 
dows, flooring, insulating board, 
plywood, hardware and other prod- 
ucts are displayed in this practical 
manner as parts of the actual 
structure. These various displays 
appear not only in the salesroom 
but also in the offices. 


September 1: 


The result is not the hodyge- 
podge which has sometimes resulted 
from similar attempts. The sam- 
ple products have been incorporated 
skilfully and appear naturally in 
the general scheme of exterior :ind 
interior design. Yet they enable 
customers to see how the products 
look when installed and choose ac- 
cordingly. The store also has a 
model kitchen display, circular ‘is- 
play island and glass-front sles 
counter. 

The entire yard was included in 
the modernization. <A _ fork-lift 
truck which can pick up 3,')00 
board feet of lumber and elevate 
it as high as 11 feet in a sirzle 
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operation was purchased and put 
to work. This has eliminated con- 
siderable piece-by-piece lumber 
handling in unloading, piling and 
loading. Worthwhile savings in 
time and money have resulted. 

Dust-free operation was insured 
by having a large and _ heavily- 
trafficked area adjacent to the of- 
fice and store. All alleys in the 
lumber yard are of rolled, crushed 
stone and kept in good level condi- 
tion for efficient use of the fork- 
lift truck. 

To complete the modernizing 
program and broaden the services 
offered customers, a completely new 
woodworking shop was erected and 
equipped with modern machinery. 

Bison helps the consumer with a 
complete home builders service. 
Stock plans are used, and the com- 
pany has necessary changes in 
them made by an outside drafts- 
man. This service helps the cus- 
tomer with all of his building prob- 
lems, including financing. One of 
the outstanding features of the 
store is the consultation room 
which is used for this home build- 
ers service. It has pegged oak 
floor, knotty pine walls, fireplace 
and attractive furnishings. This 
room provides a homelike atmos- 
phere which puts the customer at 
his ease and facilitates the sale. 


TWO attractive model kitchen 





CONSULTATION room 


USE of mechanical handling equipment has effected considerable savings in time and money. Left, a 














displays are included in the salesroom of the Bison Lumber 


company. 


is an ideal setting for selling homes to consumers. 






















fork-lift truck is shown loading a delivery truck. Note this section of the yard is paved. View of the 
yard, right, showing modern woodworking shop building in background. 
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SITUATED midway between Elizabeth and Newark, N. J., the Reisen Lumber & Millwork company 





fronts on Route 24. Center building is the new store designed by Edward Reisen, one of the brothers 
who form the management. To the far left is the lumber shed. At the right, and connected by an 


overhead bridge, is a building recently erected. 


PROFITS THROUGH FORESIGHT 


Reisen Lumber & Millwork company, Union, N. J., was established 
by Harry Reisen with an eye to the future; today, his three enterpris- 
ing sons are carrying on their father’s business in his tradition. 


ORESIGHT—the ability to 
look ahead—is the one char- 
acteristic that has helped build the 
Reisen Lumber & Millwork com- 
pany into one of New Jersey’s out- 
standing retail operations. 

The three Reisen brothers, none 
over 35, hail the foresight of their 
father who established the retail 
operation in Union, midway be- 
tween Elizabeth and Newark 15 
years ago. 

Consequently, Reisen customers 
are not plagued by parking prob- 
lems. Furthermore, the store picks 
up a heavy volume of highway 
trade. 

DRY KILN ERECTED 


IN AN effort to assure their cus- 
tomers moisture control of the lum- 
ber they buy, the company has just 
erected a modern dry kiln with a 
capacity of 28,000 square feet. The 
brothers not only expect the kiln 
will enlarge their commercial field, 
but will also bring other business 
from current customers. 

This kiln, which was erected at a 
cost of $30,000, is fired by an oil 
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burner. The building was erected 
and the controls installed by the 
Reisen company. 

Clarence, 25-year-old vice presi- 
dent of the company who has 
charge of the physical plant in ad- 
dition to his other duties, recently 
completed a short course in kiln 
drying at the University of Syra- 
cuse. Other members of the or- 
ganization will take the course 
later. 

The eight-acre plant is fed by a 
railroad siding 600 feet long which 
ends in a storage shed for building 
materials. A Hyster lift truck has 
been used on the premises for the 
past six months. Other mechanical 
equipment includes roller convey- 
ors. 

Six men are employed in the 
millwork plant just behind the 
store. Here window and door 
frames are turned out; kitchen 
cabinets, mantels and book cases. 
The company is finding a moulding 
machine which runs trim very val- 
uable in these days of moulding 
shortages. 


September 


Morris Reisen, 35-year-old presi- 
dent of the company, has a sug- 
gestion for dealers who are delay- 
ing new construction because of 
heavy building costs and operating 
expenses. When the Reisens built 
their new store, there was a short- 


LOUVRE being shown by one of the workers 

in the millwork plant, is one of the many 

millwork items including cabinets, turned out 
by the company at its plant. 
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CLOSEUP exterior view of the store indicates the show-window front. Second floor is rented 


by engineering draftsmen. 


age of building materials. So, in- 
stead of spreading their display 
over a Wide area, they partitioned 
their store, keeping the back half 
for storage space and renting the 
entire second floor. 


PROFITABLE RENTAL 

THIS second floor rental to an 
engineering concern has proved im- 
portant financially and other deal- 
ers contemplating construction may 
consider a similar move, Mr. Reisen 
believes. The rental received on 
the second floor paid for the build- 
ing within a comparatively short 
time. 

The interior of the 43x85 retail 
store is done in knotty pine and 
lirhted by fluorescent lamps. The 
large windows command a view of 
Route 24, a main highway to Mor- 
‘istown and North Jersey. 

One of the first displays to catch 


feet of lumber af one time. 






NEWEST addition to the company’s physical 
plant is this dry kiln. The building is 42x26 
feet and is equipped to dry 28,000 square 


This rental has paid off the cost of the new store. 


is one of model homes. And here 
is another suggestion to other deal- 
ers by Morris Reisen. Why not 
arrange with your public library 
for an exhibition of model homes? 
The Reisen company exhibited the 
homes at the Elizabeth Public 
library for a month and the li- 
brary has requested a similar ex- 
hibit in the fall. Each model home 
has the company’s name plate on it. 
Numerous customers spoke of see- 
ing the exhibit at the library. 

The 12 display tables and open- 
shelf counters were made in the 
company’s millwork plant. There 
are no private offices in the store, 
all desks being placed behind the 
long consumers’ counter. 


Company activities are broken 
down among the three brothers as 
follows: Morris, purchasing and 





the dry kiln plant. 
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CLARENCE REISEN, who has charge of the 
company’s physical plant, inspects one of the 
temperature controls in the boiler room of 





office management; Clarence, ship- 
ping yard and physical plant; Ed- 
ward, treasurer of the company, 
mill, estimating and hardwood 
sales. 


Five trucks are kept busy mak- 
ing deliveries within a 60-mile 
area, many going to the Jersey lake 
and shore resorts. These deliveries 
include everything from screens to 
complete bungalows. Reisen trucks 
frequently make 40-50 deliveries a 
day, many of the deliveries being 
for a small item like a door or a 
window. All deliveries are free. 


HANDLING DELIVERY ORDERS 


DELIVERY orders are written 
up in triplicate. The original copy 
goes to the shipping clerk who files 
it according to town. Runs are 
made up by localities, daily runs 
being made to the larger communi- 
ties. The duplicate order is filed 
numerically and the triplicate al- 
phabetically in the customer order 
file. 


The Reisen drivers are experi- 
enced enough to recognize the vari- 
ous items scheduled for delivery. A 
record is kept of each driver’s run 
and delivery tickets are checked in 
upon return. 


The store stocks basic building 
materials, like lumber, millwork, 
plywood, asphalt shingles, insula- 
tion, hardware and paints. It does 
not sell appliances. 

“We believe in intensifying the 
field in which we already have ex- 
perience and a head start,” ex- 
plained Morris Reisen. 


Customers interested in home 
building will find Reisen will help 
them in the following ways: let 
them borrow house plans; if a cus- 
tom job is what the home planner 





THIS corner cabinet, a product of the Reisen 

millwork plant, is built in near a store en- 

trance and commands the attention of all 
customers. 
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WHEN the new store was opened last year, Reisen Lumber & Millwork company entertained 
the mayor. Left to right: Morris Reisen, president; Mayor F. Edward Bierteumpfel; Edward A. 
Reisen, treasurer; Clarence Reisen, vice president. 


desires, the store will recommend 
several architects and later suggest 
a number of contractors, regular 
customers of the store. 

“To inspire the home owner with 
confidence, we guarantee to stand 
behind the contractor until the job 
is completed satisfactorily,” said 
Morris Reisen. 

Although the percentage of jobs 
from this procedure has not been 
particularly high, according to Mr. 
Reisen, it has gained a lot of good 
will that has paid off in purchases. 


ADVERTISING PLANS 


BECAUSE of its strategic loca- 
tion midway between Newark and 
Elizabeth, the store uses the col- 
umns of daily papers in both cities 
for advertising, in addition to space 
in the Union City Register. As soon 
as lines and prices stabilize, the 
company plans to issue a catalog 
for distribution to commercial cus- 
tomers. The company issued a cat- 
alog during the war featuring in- 
formation rather than price. One 
full-time salesman is now calling on 
commercial accounts. His sales in- 
clude kitchen cabinets, store fix- 
tures and ice boxes. The ice boxes, 
which are made on the premises, 
are sold to taverns and butcher 
shops. 

Overall personnel of the organ- 
ization is 32 including 15 in the 
yard and 10 in the office. 

All cash, charge and C.O.D. tick- 
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with just a damp cloth, or 
soap and water. 


@ BEAUTIFUL. . . and color- 
ful. Available in mirror-finish 
DeLuxe or smooth velvet- 
smooth, semi-gloss Velvetex, 
in w variety of patterns and 


It’s Fun to Work ina 
Cheery REISEN Tiled 
Kitchen! 


REISE 


MARLITE . . . for beautiful interiors 


@ EASY TO CLEAN ... 


@ QUICK AND EASY TO 
INSTALL .. . These large 
wall-size panels, 5/32” thick, 
are easily cut and fitted with 
regular carpenter tools, A 
complete line of attractive, 
high-grade matching mould- 
ings is also available. 

@ PERMANENT .. . Mar- 
Iite’s high-heat-bake finish is 
there to stay .. . permanently 
bonded to the base material 















by an exclusive Marsh proc- 
colors. 


Reisen Lumber & Millwork Co. 


1070 Morris Ave. - UN. 2-1144 


ets go through the store’s auto- 
matic bookkeeping machine, which 
is equipped so that contractors can 
pick up their complete statements 
whenever they feel like it. 











ADVERTISING is placed in Newark, Elizabeth 

and Union daily newspapers in order to ef- 

fectively cover the large shopping area 
served by the store. 





REISEN LUMBER & MILLWORK CO. 


1070 MORRIS AVENUE, UNION UNionville 2-1144 


Don’t get mad- ° 
at those “Old Fashioned” 


















i! | 
DOORS o 
‘ ae Kitchen 
Gnd Bathroom wit ; 
Tastaltche | |\ourica tite!'| | | 
EASY TO e 
OPERATE pon ~ Mnmanoe 








cheery, colorful bathrooms, kitchens, 


nurseries, tun rooms, loundries, bose- 
e ment bors. Easy to instoll over exist- 
BERRY rh GARAGE ing wolls for 1/3 to 1/2 tess eee 


OVERHEAD TYPS DOOR er a aa 




















Waterproof. Fire resistant. Permonent Hi 
modern Berry lightweight aluminum door. Swings from 16 modern colors. We have 
* 


ALTICO pure cluminum does not 
Don't let those old sticking and dangerous garage pes rel 
Individual tiles—not on imitotion sheet : 
up out of the way—child can operate—no danger- eetee See oe 
REISEN LUMBER & MILLWORK CO. 


crack or peel. Cannot rust or corrode. 
doors wotry you any longer. Replace them with the aut Ge wien on 
re, Drop ii y ond choose 
ous operating mechanisms— 
not netessary to paint. $6 7 .00 a 
1070 MORRIS AVENUE, UNION 
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Industry Trends Emphasized at 
Semi-Annual Western Pine Meet 


Increased membership, growth in tree farm movement 
announced at Portland, Oregon, meeting attended by 
spokesmen for more than 100 operating companies. 


HE SEMI-ANNUAL meeting 

of the Western Pine associa- 
tion at the Multnomah hotel, Port- 
land, Ore., Aug. 22, was marked 
by a large attendance. At least 
200 men representing 100 compa- 
nies were on hand when Homer 
B. Jamison, president, called the 
session to order. 

Reports by the various commit- 
tees were approved by the board of 
directors including an increase in 
the operating budget for the re- 
mainder of the year and an increase 
in the budget for trade promotion 
work. 

Two general wage increases to- 
taling 22% cents per hour were 
granted the first half of 1947; one 
for 15 cents per hour, effective Jan. 
1 and one for 7'% cents per hour, 
effective May 1. 

The Western pine tree farm 
movement, Mr. Jamison reported, 
Was increased by 100,000 acres for 
the first six months of this year, 
raising the total to 2,483,113 acres. 

Issuing of a new Standard Grad- 
ing rule and the sponsorship of 
the National Lumber congress in 
Chicago were other progress high- 
lights. 

Regional lumber production in 
the Western pine region, added Mr. 
Jamison is estimated at 2,989,000,- 
000 feet for the first half of this 
year, an all-time high for this 
period. Stocks of 1,032,000,000 at 
the mills on June 30 are up 197,- 
000.000 compared with a year ago, 
but are still only about half the 
pre-war volume, 

\ssociation membership is now 
up to 204, a gain of 39 members 
sine the first of the year. 

Trends in the Western pine in- 
dustry were emphasized by S. V. 
Fullaway Jr., secretary-manager, 
of the association. These trends, 
M:. Fullaway said, constitute 
changes in the volume, species and 
grades of regional production; 
change in the proportion of re- 
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gional production from different 
sized units; change in the wage, 
cost and price levels; change in 
manufacture and utilization prac- 
tice; change in distribution meth- 
ods. 

FULLAWAY SPEAKS 


PRIOR to the war years, Mr. 
Fullaway said, the peak annual 
production occurred in the 1925- 
1929 period. This was _ slightly 
above the five billion mark. Aver- 
age annual output for the 1940- 
1944 period was 5,877,000,000. Re- 
gional production in 1946 was 
6,065,000,000. 

Alluding to fluctuations in the 
proportion of the species produced, 
Mr. Fullaway noted that during 
periods of good demand, the volume 
of the associated species, princi- 
pally white fir, larch and Douglas 
fir, has increased. In 1936, Pon- 
derosa pine made up 66 percent of 
the regional output while the as- 
sociated species accounted for 15 
percent. The 1946 regional pro- 
duction included 61 percent Pon- 
derosa pine and 30% percent as- 
sociated species. Over this 10- 
year period, the proportion of 
Idaho white pine in the regional 
output declined from 12'% percent 
to 4’ percent and that of Sugar 
pine from 6% percent to four per- 
cent. 

A significant change has been 
the shift recorded between the box 
and common grades. In the 1935- 
1939 period, 27 percent of the log 
was sold as box and 35 percent as 
commons. Between 1940-1944 this 
relationship changed to 18 percent 
box and 42 percent commons. 

Touching on wages and produc- 
tion costs, Mr. Fullaway noted that 
between 1936 and 1946, the average 
hourly wage increased from 59 
cents to $1.35 and currently is 
$1.58. Production costs advanced 
.n this same period from $24 to 
$41 per M feet. The Ponderosa 





pine price index moved up from 
$21 in 1936 to $41.50 in 1946. 
CONCLUSIONS 

IN SUMMARY, Mr. Fullaway 
drew the following conclusions: 

1. Annual volume for the com- 
ing decade will apparently range 
between five and six billion feet. 

2. The increased output of the 
associated species should be main- 
tained in large part. 

3. Although the war impetus to 
small mill production will subside, 
the trend toward a larger produc- 
tion of the regional cut from 
smaller units will not be reversed. 
The industry and the association 
must anticipate a smaller average 
production unit and all that this 
implies. 

4. The present high level of 
wages, costs and prices will be sub- 
ject to adjustments, but there is 
much logic in the theory that a 
return to prewar levels cannot be 
expected in the foreseeable future. 

5. Greater refinement of prod- 
uct and closer utilization of the 
tree is a definite trend which will 
mean larger economic returns from 
each acre of timberland and thus 
permit more real forestry in the 
woods. 

6. A return to sound distribu- 
tion methods, utilizing this current 
period of readjustment to elimi- 
nate undesirable features of past 
practice, should be an immediate 
objective. 

GRIFFEE TALKS 

IN HIS talk, W. E. Griffee noted 
that the output of lumber workers 
per man hour in the Western pine 
region has increased rather than 
fallen in contrast to the overall re- 
port of the Department of Com- 
merce which stated that lumber 
workers last year produced only 
75 percent as much per hour as 
they did in 1939-40. 

The increase in the Western pine 
region, said Mr. Griffee, is due 
largely to increased mechanization 
and the continued shipment of 
straight car orders, often with 
mixed grades, lengths and widths 
as may develop. In 1940 it took 
18.3 hours to produce a thousand 
feet of dry surfaced lumber; in 
1945, 16.3 hours and in 1946, 15.3 
hours. 

In June of this year the average 
hourly earnings of workers were 
up 120 percent from the 1940 aver- 
age, “so it certainly can’t be said 
that operators have failed to share 
with workers the savings of labor,” 
declared Mr. Griffee. 

Plans were announced for a Pa- 
cific Logging congress in Seattle, 
Nov. 17-19. 
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MISS GERTRUDE GILLESPIE has charge of the gift department of the 
Lawrence company. The 33 foot counter circles the entire gift de- 
partment balcony. 





MRS. PRISCILLA L. WEBSTER looks over a display of china in her 
gift department. The sizeable room in which she is standing is for 


display purposes only. 


Operating a Gift Department 


Gifts will stimulate sales of general building items, 
testify two Massachusetts dealers who have built the 
gift departments of their stores into big business. 


HAT WOMEN do most of the 

buying is an axiom too well 
known to repeat here except for 
good reason. 

How to induce women to shop in 
retail lumber stores is a problem 
that has puzzled many dealers. 

Two Massachusetts dealers have 
solved this problem quite acciden- 
tally by establishing gift shops that 
have developed into sizeable de- 
partments in their own right. 

“There is something about a gift 
shop that women like,” says Rus- 
sell L. Fish, president of the Welch 
company, Inc., Scituate. 

John A. Lamprey, general man- 
ager of the Lawrence Lumber com- 
pany, Lawrence, echoes that same 
opinion. 

“In addition, gifts help us sell 
paint, wallpaper and general build- 
ing materials,” he says. 

DOLLAR SALES HIGH 

BOTH men can back up their 
statements with impressive figures 
from their gift departments. To- 
day, the gift department of the 
Welch company is doing a $40,000 
annual business. The department, 
which already occupies consider- 
able floor space, is being enlarged 
to include a separate lamp depart- 
ment. 

This lamp room, size, 22x30, is 
being developed at a cost of $3,500. 
It will have 100 outlets. These 


lamps, which sell for $2 to $75, con- 
stitute one of the most popular gift 
items. 


There are specialty lamps 
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for the hunter, the golfer, etc. 

Gift departments of both con- 
cerns are under the supervision of 
women. Credit for the success of 
the Welch company’s gift depart- 
ment goes to Mr. Fish’s sister, Mrs. 
Priscella L. Webster. Miss Ger- 
trude Gillespie has charge of the 
gift shop operated by the Lawrence 
Lumber company. 

Arrangement of the two depart- 
ments is decidedly different. In the 
Scituate store, the gift department 
is on the same floor as general 
building materials. One large room 
is given over exclusively to items 
on exhibit with the notation that 
these same articles are on sale in 
the main store. The only strictly 
gift items above the first floor are 


displayed on a_ special bargain 
table. This table, which contains 
specially priced items that are 


slightly damaged, nicked or one- 
of-a-kind, is on the second floor. It 
is a mecca for women bargain 
hunters. 

The gift shop of the Lawrence 
Lumber company is located on the 
second floor of the company’s down- 
town store. A large open counter 
33 feet long is clearly visible from 
the floor below. General household 
items and building materials are 
available on the first floor. These 
include: aluminum ladders, paint, 
paint brushes, wallpaper, table 
model radios, garden seeds, pres- 
sure cookers, cutlery and _ floor 
sanders for rental. 


Women are employed exclu- 
sively to sell in the gift depart- 
ments of both stores, and both 
stores gift wrap and mail gifts for 
their customers. 

“Buying is the most important 
factor in operating a gift depart- 
ment,” declares Mr. Fish, who 
cheerfully admits he would be at a 
loss to know how to run this de- 
partment without the help of his 
sister who handles the buying. 
Most of her buying is done in the 
gift shows and the lamp shows in 
New York. 

Quality merchandise is most im- 
portant in the gift department, em- 
phasizes Mr. Fish. It is very easy 
to stock cheap items that not only 
will prove difficult to sell eventually, 
but will also damage the reputation 
of the department which is all-im- 
portant. 

Next to selective buying, ar- 
rangement of gifts is most im- 
portant, advises Mrs. Webster. 
Color scheme and balance must also 
be considered. 

Managers of both stores say 
women do 90 percent of the buying 
in the gift department. The Christ- 
mas season is the biggest with 
Mother’s day and Easter ringing 
up big sales as well. Gifts for 
weddings and showers constitute 
a considerable volume. 

Mr. Lamprey has one rule that 
other dealers considering opening 
a gift department will do well to 
ponder: 

“You can’t buy what you lke. 
You must go out and buy what peo- 
ple in your area like. Be careful 
not to get overloaded, especially in 
these days when shipments «re 
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coming through must faster than 
they used to.” 

Leading gift items at the Welch 
company follow in about this or- 
der: glassware, pottery, wooden- 
ware; aluminum and copper ware; 
smoking stands, cigarette boxes, 
book ends, desk sets. Cocktail shak- 
ers are very good sellers. 

FLORAL ARRANGEMENTS 

FLORAL arrangements are the 
most important single item in 
Lawrence. Sales in this one item 
have been known to run $600 to 
$700 around Mother’s day or Eas- 
ter. Mr. Lamprey has found that 
aluminum ware goes better than 
copper and that salad bowls and 
aluminum items are especially good 
sellers. Good sales are rung up 
on figurines. 

The Welch company expanded its 
gift department to include a jew- 
elry department 18 months ago. 
This department paid for itself 
within three weeks. Costume jew- 
elry including hand-made sterling 
pieces are leading items in this de- 
partment. 

School teachers make good gift 
saleswomen, the Welch company 
has found. Selling gifts requires 
a certain tact that may not be re- 
quired in other departments of the 
store. You must know whether 
the customer wants to buy or 
browse. Many customers have no 
idea what they want to buy. It 
is up to the saleswoman to inquire 
tactfully how much money is avail- 
able for the purchase and then sug- 
gest items within that price range. 

A gift department, intelligently 
operated, can be a good year- 
around business, although Decem- 
ber is, of course, the top month. 
The reputation of the department 
for good gifts is more important 
than the location of the store. Law- 
rence, for example, has no summer 
trade and although the 5,000 pop- 

















THE LAWRENCE LUMBER COMPANY 
HAS JUST THE LAMP WE WANT! | 


The ideal gift for Mother on her day. | 
The lamps we feature are beautiful and | 
distinctive . . . designed to give plenty | 
of light and also add the right dramatic | 
note to your rooms. 


LAWRENCE 
LUMBER CO. 


318 ESSEX STREET 
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SOME CUSTOMS NEVER CHANGE... 


and the one that is as popular today as it was when 
mother was a girl, is the practice of exchanging gifts 
at Easter. 


At the Lawrence Lumber Company you'll find an 
attractive and interesting display of very suitable 
gifts for everyone on your list. Stop in. Select yours 
this week. 


Lawrence Lumber Co. 











LIGHT textual style brightened by a little art work is featured in the gift shop advertising 
run by the Lawrence Lumber company. 


ulation of Scituate is swollen sev- 
eral times by summer visitors, most 
of the gift buying is not done by 
the summer people. 

The Welch company does a 
heavier gift business in September 
through December than in May 
through August. Last year De- 
cember was their best month with 
$8,700 in gift department sales; 
August was the best summer 
month with $6,600 in sales. Never- 
theless, the Scituate store has es- 
tablished an enviable reputation 
for the high quality and extensive 
line in its gift department and reg- 
ular summer residents have been 
known to drive down to Scituate in 
the spring and purchase gifts. 

Plans for a mail order business 
in the gift department are being 
considered by Mr. Fish. 

GREETING CARDS 
stores handle greeting 
This one item was respon- 


BOTH 
cards. 


ATTRACTIVE display is second only to intelligent buying, in the opinion of Mrs. Webster, who has 
charge of the gift department of the Welch company, Inc., Scituate, Mass. 
by the Welch company is well illustrated by these pictures. 


sible for $1,000 worth of business 
in the Scituate store last Christ- 
mas. 


In addition to the balcony gift 
shop at the Lawrence Lumber com- 
pany, house plan books are avail- 
able on the same floor. On the 
street-level floor is a large wall pa- 
per department now in the process 
of being finished. 


The wall paper department will 
contain 150 to 200 display panels, 
size 18x48. A card on each panel 
will give the cost of the border and 
state whether the paper is water 
resistant and light fast. Full rolls 
are stored in cabinets beneath the 
sample panels. Women clerks are 


on duty in this department. 


Both stores use newspaper ad- 
vertising to build gift sales, al- 
though word-of-mouth advertising 
is held to be more effective than 
anything else. 


















How gifts are displayed’ 









Cheching 



































Your Operating Expenses 


Financial statements furnished by 80 dealer members 
of Kentucky Retail Lumbermens association will help 
you determine whether your expenditures are normal. 
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$ 21,585, 395. 
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CLASSES AE YOUR operating expendi- 
\ 
tures and net profits above 6% 
A B Cc b or below the average? 
64% 5% _Sh% 5%o One way to answer this question 
| PROFIT | | PROFIT | [ PROFIT | PROFIT is to use the charts shown with 
| | a. awk . ‘ < . 3 : 
| ne | 264% 144 this article, the material for which mark-up for all reporting dealers, 
| EXPENSES | | EXPENSES EXPENSES EXPENSES is extracted from a Business Sur- the following figures represent the 
LL 4 PL * Me be ha sets a — average percentages which were 
| | _ aed re pe i — added to cost during 1946. They 
| = et a ore are the equivalent of gross margin 
| | ages = realized on sales. 
Tam || 2% cor 3% _ ame dealers were clammshed Average mark-up Class A, 37.94 
po | “oe oF oF according to volume sales, 20 deal- : a mS “eon B 
: , : é é percent; average mark-up Class B, 
SALES SALES SALES SALES ers in each classification. Class A 
| | : sect at Sy eater see ot 40.25 percent; average mark-up, 
} under $125,000; Class B, $125,000 Class C, 47.98 percent; average 
we J & c « 
| | to $200,000; Class C, $200,000 to coal " an o1 a 
| | $300,000: Cl D 300.000 mark-up Class D, 37.21 percent. 
siti : _ , over $300, : Average mark-up for 80 dealers, 
L a The reporting dealers included 40.21 percent. 
;, . biaphiain 39 corporations, 23 partnerships After studying the Summary of 
CLASS / ‘ . ‘ der $125,000 “i 2 - : , 
cae Py and 18 proprietorships. Business Survey, note the sample 
CLASS C $200,000 to $300,000 Calculating the average mark-up work sheet to figure your own 
CLASS D Over $300,000 for each class and the composite firm’s business. 
WORK SHEET FOR OPERATING STATEMENT COMPARISON 
Readjustment of Dealer's Figures on the Basis of Group Average 
HOW TO USE 
WORK SHEET 
a Amounts Amounts VARIATION 
Group This This Based on 
Ratios Company Company Group Ratios Over Under Ist—Fill in figures from 
your company books 
SALES 100.00 100.00 = Dh real 1s 
COST OF MERCHANDISE SOLD. ...00..........cccccceeeeees ae eer yew 





GROSS MARGIN 





COST OF OPERATIONS 


Salaries of executives 











Pay ro!l taxes 

Other taxes (excepting 
Bad debt losses 
Depreciation 

Interest 


Rent, repairs to property 


Labor, commissions and salesmen’s salaries ........ 


Materials and supplies and all other costs ... 


income taxes) ............ 


ratios by dividing your 


sales into each 


dividual amount of ex 





penditure and_ enter 
percentage in column 
“Ratios, This Cor 
pany.” 


jrd—Ditermine your 


class from total 
amount of your sale 
percentapt 
in column “Ratios 
Group Ratios.” 


and enter 


4th—Compute “Amount 
Based on Group 
Ratios” by multiplying 
the sales of your com- 
pany by the group 









TOTAL EXPENSES 


ratios for each item 
and enter in the 
loted column. 










OTHER INCOME 


NET OPERATING PROFIT . 


$Sth—Enter in “Varia- 


tion’ column your re- 
sults; whether over 
under 








NET PROFIT BEFORE IN 


COME TAXES ....... 
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SUMMARY OF BUSINESS SURVEY OF 80 LUMBER DEALERS 
TOTAL 
CLASS A CLASS B CLASS C CLASS D ALL CLASSES 
Per Cent Per Cent Per Cent Per Cent Per Cent 
SE Os Uatta town ees reritees euler eee $ 1,789,400 100.0 | $ 3,136,365 100.0 | $ 5,280,435 100.0 | $11,379,195 100.0 | $21,585,395 100.0 
Cost of Merchandise Sold ................... 1,297.200 72.5 2,236,300 71.3 3,568,275 67.6 8,293,065 73.0 15,394,840 71.3 
NE I oven cthawerseseon $ 492,200 27.5 | $ 900,065 28.7 | $ 1,712,160 32.4 | $ 3,086,130 27.0 | $ 6,190,555 28.7 
Cost of Operations 
POICHIDE OF CROCULVOE: «6 o.iivisnincevecdcteeee $ 91,330 $.1 | $ 139,740 4.5 |S 265,235 5.0 | $ 408,930 3.6} $ 905,235 4.2 
Labor, commissions and saleSmen’s salaries. 146,590 8.2 342,830 10.8 735,250 13.9 1,281,305 11.3 2,505,975 11.6 
Materials and supplies and all other costs... 67,220 3.7 186,495 5.9 245,285 4.6 459,955 4.0 958,955 4.3 
Pr Wile GED ov eidaticauneacuiwesceneesn 2,060 a 9,970 3 22,650 A 30,115 3 64,795 3 
Other taxes (excepting income taxes) ....... 9,950 6 17,395 6 24,380 5 55,700 5 107,425 5 
hes Pe SD SINE hos hoe recsradendWnwecstayed 4,365 2 8,840 3 10,385 2 20,235 2 43,825 & 
ers, 
: the PROM CRIIOEE .cieisiic eG b.cwsasiesacewwescmeen 10,590 6 15,050 5 37,580 7 43,895 4 107,115 Ss 
“ous DE sie scio rs cease Vo evdnwcceccecan tees 5,700 3 3,915 1 10,315 2 23,120 > 3 43,050 2 
er 
They Rent, repairs to property ............ ar: 11,665 7 21,090 7 25,370 5 64,345 6 122,470 6 
ey 
argin TON ID ogg oncink civic cessiveceeuees $ 349,470 19.5 | $ 745,325 23.7 | S 1,376.45 26.0 | $ 2,387,600 21.1 | $ 4,858,845 22.4 
37.94 Net Operating Profit .........0ccccesee $ 142,730 8.0} $ 154,740 5.0] $ 335,710 6.4} 5 698,530 5.9 | $ 1,331,710 6.3 
; : RB SR II ibn ovntasixntcericssens ews 10,305 6 48,105 1.5 51,440 1.0 151,850 1.5 261,700 1.2 
Ss b, 
k-up, Net Profit Before Income Taxes ........ $ 153,035 86] S$ 202,845 6.5} $ 387,150 7.41% 850,380 7.4 | 3 1,593,410 7.5 
2rage Income Taxes (Corporation Basis) ............ 35,175 2.1 51,045 1.6 105,285 2.0 300,755 2.0 492,260 2.3 
‘cent. 
alers PR PUY cicecccteconensscoecesen $ 117.860 6.5] $ 151,800 439} $ 281,865 5.4] $ 549.625 5.4 | $ 1,101,150 5.2 
ry of 
imple 
own 
ae SUMMARY OF AVERAGE AND ABOVE AVERAGE OPERATING RATIOS 
TOTAL 
CLASS A CLASS B CLASS C CLASS D ALL CLASSES 
Average Above Average Average Above Average Average Above Average Average Above Average Average Above Average 
Per Cent Per Cent Per Cent Per Cent Per Cent Per Cent Per Cent Per Cent Per Cent Per Cent 
fron Wc ativacawk Reretwsmetaeoemansainecees 100.0 100.0 | 100.0 100.0 } 100.0 100.0 | 100.0 100.0 | 100.0 100.0 
books Cost of Merchandise Sold ................0+- 72.5 719] 71.3 73.2 | 67.6 70.5 | 73.0 66.8 | 71.3 70.6 
our 
I oie 65a cones be sine nseseyand 27.5 28.1 28.7 26.8 32.4 29.5] 27.0 33.2 | 28.7 29.4 
rou 
can Cost of Operations 
a { executiv DG sct.vcteseassae sae rue i 4.6 4.5 48 5.0 4.2 3.6 4.3 4.2 4.1] 
nil ibor, commissions and salesmen’s salaries. 8.2 7.3 10.8 8.4 13.9 10.2 11.3 11.4 11.6 9.7 
lu 
‘ee Materials and supplies and all other costs... 3.7 3.6 5.9 2 4.6 4.3 4.0 4.8 4.3 4.1 
FE acess oGacewanebaweweesauaens ] l 3 e 4 2 s a = 3 
idles: -epting income taxes) ......-. 6 5 6 6 5 N) ae) .) oe) 9 
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a Ei GORE kc isckcwsnesieineesnibasnwan 2 PK | 3 2 2 1 Es 2 Z 2 
ental el |D  -Geeaeibblbdy -.<ocxsacscascecsoneadeevel 6 4 5 5] 7 6] 4 6] 5 5 
yr ere 3 2 1 2 i} 2 2 2 2 
waar NTE «Ae occ cn siv-aviesasnred R 8 a 8 5 4 6 es) 6 6 
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plying 4 Se, ee ee 19.5 17.8 23.7 19.9 26.0 20.6 21.1 23.0 22.4 20.2 
r com ‘x 
ote 5 Net Operating Profit ..............-45: 8.0 10.3} 5.0 69] 6.4 89] 59 10.2] 63 9.1 
he ¥ I oe cnn neske cesdenbanenies 6 6 1.5 2.0 1.0 1.1 1.5 1.5 1.2 1.3 
Be 
Varia- Ed Net Profit Before Income Taxes ........ 8.6 10.9 6.5 89 7.4 10.0 7.4 11.7 7.5 10.4 
ur Py Income Taxes (Corporation Basis) ..........-- 2.1 2.4 1.6 2.2 2.0 2.8 2.0 43 2.3 3.3 
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i po rrr rr 6.5 8.5 49 6.7 5.4 7.2 5.4 7.4 5.2 7.1 
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Cheching 


Your Operating Expenses 


Financial statements furnished by 80 dealer members 
of Kentucky Retail Lumbermens association will help 
you determine whether your expenditures are normal. 
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CLASSES RE YOUR operating expendi- \ < 
\ 
tures and net profits above o 
A B Cc D or below the average? : 
64% — S% 54% 54% One way to answer this question 
| ProFit | | pRoFit | PROFIT | PROFIT is to use the charts shown with 
| this article, th i * whic , 
ue | | 24% wnt 1% ages i cle, t © mater - Ser which mark-up for all reporting dealers, 
| EXPENSES | | EXPENSES| | EXPENSES EXPENSES is extracted from a Business Sur- the following figures represent the 
| L C vey of 80 Dealers compiled by the nile . a ee 
| Se Mister tate Kaa Deal average percentages which were 
nen . 3 ; , 
| oor a a Cas “a — added to cost during 1946. They 
ener . 7. eee See are the equivalent of gross margin 
tary. ne 
The 80 deal - realized on sales. 
| 2h% 1% 68% 73% e dealers w ‘lass , ‘ 
| cost | cost cost aa ios ee 9 eo itn = ified Average mark-up Class A, 37.94 
OF OF OF os according to volume sales, 20 deal- : apie sas ae 
| gee . . ; ; percent; average mark-up Class B, 
| SALES SALES SALES SALES mS ach ls ¥Q fic t Cl 33 A 
| ers In eac ClaSsincation. ass ? 40 Or ‘. ‘ emai = 
| A .25 percent; average mark-up, 
under $125,000; Class B, $125,000 Cheon 9 me >. ween 
| | ‘ lass C, 47.98 percent; average 
| | to $200,000; Class C, $200,000 to ati Class D. 37.21 . 
| $300,000; Class D, over $300,000. Aen cP 7 aes Oy ote percent 
| | ‘ Met ate netiaasy: ee : Average mark-up for 80 dealers, 
| The reporting dealers included 40.21 percent. 
cham as vile Sinkane 39 corporations, 23 partnerships After studying the Summary of 
LASS : nder dizo, ; . a7 . ; . 
 * tisha tiene and 18 proprietorships. Business Survey, note the sample 
CLASS C $200,000 to $300,000 Calculating the average mark-up work sheet to figure your own 
CLASS D Over $300,000 for each class and the composite firm’s business. 
WORK SHEET FOR OPERATING STATEMENT COMPARISON 
Readjustment of Dealer’s Figures on the Basis of Group Average 
HOW TO USE 
SHEET 
= Amounts Amounts VARIATION oe 
Group This This Based on 
Ratios Company Company Group Ratios Over Under Ist—Fill in figures from 
your company books 
SALES 100.00 100.00 in _column “Amounts 
This Company. 
COST OF MERCHANDISE SOLD. ................ccccccsceeees 
2nd—Determine your 





GROSS MARGIN 


ratios by dividing your 
sales into each in 
dividual amount of ex 





COST OF OPERATIONS 


Salaries of executives .............. 


Labor, commissions and salesmen’s salaries ........ 


Materials and supplies and all other costs ........... 


Pay ro!l taxes 


Other taxes (excepting income taxes) . 


Bad debt losses 
Depreciation 
Interest 


Rent, 


repairs to property . 


penditure and_ enter 
percentage 
“Ratios, 


pany.” 


in column 


This Com 


3rd—Determine your 


class from total 
amount of your sale 


and enter percentag< 


in column “Ratios 

Group Ratios.” 
4th—Compute ‘Amount 

Based on Grou} 


Ratios" by multiplying 
the sales of your com 
pany by the 


grout 





TOTAL EXPENSES 


ratios for each iter 
and enter in the al 
loted column. 





NET OPERATING 
OTHER INCOME 


PROFIT . 


Sth—Enter in “Varia 
tion’ column your re 
sults; whether over <« 


under 





NET PROFIT BEFORE INCOME TAXES ........ 
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TOTAL 
CLASS A CLASS B CLASS C CLASS D ALL CLASSES 
Per Cent Per Cent Per Cent Per Cent Per Cent 
oie -w sacha a crnas e wialaee mminreiea Save ate posin octets $ 1,789,400 100.0 | $ 3,136,365 100.0 | $ 5,280,435 100.0 | $11,379,195 100.0 | $21,585,395 100.0 
Cost of Merchandise Sold ................... 1,297.200 72.5 2,236,300 71.3 3,568,275 67.6 8,293,065 73.0 15,394,840 71.3 
NN INI 5 st escintn ne ecieane dace ene $ 492,200 27.5 | $ 900,065 28.7 | $ 1,712,160 $2.4 | $ 3,086,130 27.0 | $ 6,190,555 28.7 
Cost of Operations 
Salaries: of executives .....06<6666cccecesceee $ 91,330 §.1 | $ 139,740 45 1S 265,235 §.0 | $ 403,930 3.6 | $ 905,235 4.2 
Labor, commissions and saleSmen’s salaries. 146,590 8.2 342,830 10.8 735,250 13.9 1,281,305 11.3 2,505,975 11.6 
Materials and supplies and all other costs... 67,220 3.7 86,495 5.9 245,285 4.6 459,955 4.0 958,955 4.3 
FU TON TNE ow siee singin ccdcsiwiecsmsmes 2,060 ol 9,970 3 22,650 A 30,115 3 64,795 3 
Other taxes (excepting income taxes) ....... 9,950 6 17,395 6 24,380 5 55,700 5 107,425 s 
BG Ge WANE b cceicienccstnkacgurewurevans 4,365 2 8,840 3 10,385 & 20,235 a 43,825 2 
h PMIBEIAUERE 5.2.55 acne sect nsnesinnsee setae 10,590 6 15,050 a 37,580 7 43,895 4 107,115 $ 
ne 
ere Ee eT SO en ER er 5,700 3 3,915 1 10,315 z 23,120 o2 43,050 a 
ia Rent, repairs to property ...........4 peweae 11,665 a 21,090 ei 25,370 oS 64,345 6 122,470 6 
rin EIN 8 eee ce cae Wasi ies ea aie $ 349,470 19.5 | $ 745,325 23.7 | S 1,376,459 26.0 | $ 2,387,600 21.1 | $ 4,858,845 22.4 
94 Poet CNG PAGE oe oon scie ceive sence $ 142,730 8.0] $ 154,740 $0] $ 335,710 6.4] $ 698,530 5.9 | $ 1,331,710 6.3 
a . ME I ein caea toe ne cs Geeticcaestansees 10,305 6 48,105 1.5 51,440 1.0 151,850 1.5 261,700 1.2 
>, 
up, Net Profit Before Income Taxes ........ $ 153,035 86] S$ 202,845 6.5] $ 387,150 7.415 850,380 7.4) $ 1,593,410 7.5 
ape Income Taxes (Corporation Basis) ............ 35,175 2.1 51,045 1.6 105,285 2.0 300,755 2.0 492,260 2.3 
nt. 
“Vs IIE o S.55:sienssnnws eds acne $ 117.860 6.5] $ 151,800 49] $ 281,865 5.4] $ 549,625 5.4 | $ 1,101,150 5.2 
of 
ple 
wh 
TOTAL 
CLASS A CLASS B CLASS C CLASS D ALL CLASSES 
Average Above Average Average Above Average Average Above Average Average Above Average Average Above Average 
Per Cent Per Cent Per Cent Per Cent Per Cent Per Cent Per Cent Per Cent Per Cent Per Cent 
m I eno weue padccsermensenaneenimaaewe 100.0 100.0 } 100.0 100.0 | 100.0 100.0 | 100.0 100.0 | 100.0 100.0 
ks Cost of Merchandise Sold .............+++++: 72.5 71.9 71.3 73.2 67.6 70.5 73.0 66.8 7i3 70.6 
ts 
TE NEY Sadie de cccctoteesioncess 27.5 28.1 28.7 26.8 | 32.4 29.5 | 27.0 33.2 | 28.7 29.4 
if 
Cost of Operations 
in 
x Soleries OF GROCUUVOR: sic ca cecedscessccswon 5.3 4.6 4.5 4.8 5.0 4.2 3.6 4.3 4.2 4.1 
ss I »mmissions and salesmen’s salaries. 8.2 pa 10.8 8.4 13.9 10.2 11.3 11.4 11.6 9.7 
ea Materials and supplies and all other costs... 3.7 3.6 5.9 4.2 4.6 4.3 40 46 4.3 4.1 
WE 6sacsucckawsneweeskeeaweeees ] A 3 3 4 2 3 Ss 3 3 
u ng i ne tc Wiseewets 6 oS 6 6 5 R 5 Rs) 9 oa 
: debt losses .......cccccccscsccccccecs 2 3 3 be 2 ] 2 2 2 2 
— > © ~ IO 5o6csicccccetccusasnwneoaebns 6 A > so 7 6 4 6 > 5 
ee emer ner ern 3 2 J J 2 l 2 2 2 2 
it DETIY 2c cccccccccsccces Re 8 8 5 4 6 a 6 .6 
u} 
inf PO IE a6 sok ccsccecewevcesinw 19.5 17.8} 23.7 19.9 | 26.0 20.6 | 21.1 23.0 | 22.4 2 
ym 
ne Net Operating Profit ...............++- 8.0 10.3 5.0 6.9 6.4 8.9 5.9 10.2 6.3 9.1 
al k IT NN ooo oes es te eswkn ea veseewowm 6 6 LS 2.0 1.0 1.1 LS 1.5 1.2 1.3 
ia ‘ Net Profit Before Income Taxes ........ 8.6 10.9 6.5 89 7.4 10.0 7.4 11.7 75 10.4 
ee ; Income Taxes (Corporation Basis) ...........- 2.1 2.4 1.6 22 2.0 2.8 2.0 4.3 2.3 3.3 
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Tough As A Dinosaur’s Hide 


Strength and durability are essential! in pro- 
ducts that stand the -test of all kinds of 
weather. And those are the qualities of 
which we boast when speaking of our Elmco 
Asphalt Shingles. They are made to endure 
long constant use while giving a maximum 
of comfort and security. 


Lawrence 
Lumber Co. 











NEWSPAPER advertising is the _ principal 
method used to reach Lawrence Lumber com- 
pany customers. 


appliances are on display. 





EMPLOYEES of more than 30 years’ service 
each are Benjamin A. Miller, shipping fore- 
man, left, end Ernest Marcoux, yard foreman. 


LPTOWN store and general office of the 
Lawrence Lumber company, Lawrence, Mass. 
Visible at the left of the intersection is part 
of the sizeable showroom where kitchen 


Gearing to Meet 


Consumer Demands 


Lawrence Lumber company’s downtown store specializes in 
gifts, over-counter items; uptown yard being modified 
to make fullest use of mechanical handling equipment. 


7 HE LAWRENCE Iumber com- 

pany, Lawrence, Mass., is an 
old (Est. 1868) organization that 
continues to add to its reputation 
by its progressive merchandising 
policies. 

Details of its gift shop, operated 
in conjunction with its downtown 
retail store, are told in a separate 
article. The imagination of its 
general manager and _ treasurer, 
John A. Lamprey, in designing a 
two-in-one desk for his personal 
office is reflected in the progressive 
policies of the entire operation. 

The pictures on these pages help 
round out the story of the opera- 
tion. 

Mechanical equipment recently 
added is already paying dividends, 
according to Mr. Lamprey. This 
equipment includes one tractor and 
three trailers and one lift and one 
straddle truck. Sheds are being 
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modified to make the fullest use of 
this equipment. 


TWO STORES 


FIVE salesmen are employed in 
the uptown store which also in- 
cludes the yard and office. One is 
in charge of paint and wallpaper 
sales; two salesmen handle general 
building materials and another is 
out making industriai contacts. 
Some of the displays in the up- 
town store are illustrated here. 

In the heart of the shopping area 
is located the company’s main re- 
tail store, approximately 25x100. 

Stocked on the main floor are 
such varied products as cabinet 
hardware, paint, aluminum ladders, 
radios, garden seeds, paint brushes, 
clothesline, floor sanders for rental, 
and cutlery. 


The gift shop, one of the main 
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departments of the company, is lo- 
cated on the second floor. Three 
salesmen are kept busy downstairs 
and five girls are busy in the gift 
department. 

Overall business includes com- 
mercial, industrial and consumer 
trade. A supervisory employe of 
the company works closely with all 
contractors to make sure that the 
«, building materials needs of the 
contractor are met promptly as the 
job progresses. 

The company is a regular adver- 
tiser in the local daily, although 
no specific advertising appropria- 




























n tion is made. Actual expenditures 
d depend upon conditions. The store 
t recently started using bus cards. 
. All of these cards have the wood 
grain background of the Lawrence 
Lumber company. JOHN A. LAMPREY, general manager and treasurer, at his desk. 
The first card, which shows a 
P picture of a model kitchen, carries 
: this text: chens. Terms if desired.” partment. The company is consid- 
“Wood cabinets made to order. Succeeding bus cards will tell the ering issuing a 32-page catalog of 
Stock cabinets in steel and wood. story of the home building serv- paint, wallpaper and building ma- 
We design and build modern kit- ices of the company and its gift de- terials about next March. 
in 
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1. TED GAUMOND has charge of the hardware sales. Various builders’ hardware items are displayed 
on the exterior of the cabinet at right. Upright glass storage, center, has an attached glass cutter. 
Tools are displayed at left. 2. Prospective home builders can look over plan books at their leisure. 
A wide variety of model homes is attractively displayed near by. 3. Part of the varied sash and 
window display. In the rear is shown the jalousie, a door unit with flexible ventilator unit. 4. Me- 
chanical equipment is used effectively. Here is a Hyster lift truck at work. 
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IN A SERIES OF MANAGEMENT 
ARTICLES FOR EXECUTIVE 
PERSONNEL OF RETAIL BUILD- 
ING PRODUCTS COMPANIES 








The Market for New Home Sales 


Putting these methods to work now will strengthen 
your firm for future years of tougher competition. 


HE CURRENT EXISTING de- 
mand for new homes is so 
well established that neither lum- 
ber and building products dealers 
nor contractors have made exten- 
sive efforts to engage in any cre- 
ative or constructive selling pro- 
gram. 

Whispered comments, such as — 
“Material prices are too high’— 
“Materials are not what they used 
to be”—‘“Labor prices are entirely 
out of line’”—‘T’ll wait until prices 
come down,” etc., etc..— are heard 
from every side and it is only the 
hardy soul — with sufficient moral 
courage—or the desperation of 
extreme need which influences the 
construction of orthodox new 
homes to-day. 

The outstanding exceptions: — 
The Pre-fab and the development 
builders are reaping a rich harvest 
by engaging in planned sales pro- 
motion. 

However, it is true that these 
two factors can reach only a very 
small percentage of those prospec- 
tive home owners, who are located 
in every city, village, and hamlet in 
this country —-and the purpose of 
this article is to point the way to 
reach this larger portion of 
the presently neglected new home 
market. 

The initiative rests 
aggressive lumber 
products merchant. 

The primary problem is one of 
educating the prospective home 
owner of the fallacy of accepting 
the statements regarding both 
price and quality of present day 
materials and the relative increased 
cost of construction labor as_ it 
affects the whole structure. 

Emphasis should be given to the 
differences in specification which 
exist in the present modern home 
and the one built a decade ago — 
all of which contribute to the 
greater comfort and satisfaction of 
the home owner but which defi- 
nitely affect the cost. 


84 





with the 
and building 





That the consumer demands and 
expects insulation, automatic heat, 
constant thermo controlled domes- 
tic hot water, non-ferrous hard- 
ware, sash balances, hardwood 
floors, built-in kitchens, extra bath- 
rooms and lavatories (with tile in- 
stead of plaster), more electric 
circuits and outlets, is an accepted 
fact, and one good method of con- 
vincing the prospective home owner 
is to set up a comparable specifi- 
cation chart — which would clearly 
show these differences for his own 
local market based on identical size 
homes as built in 1937 and as they 
would be now. 

This chart, which should be at 
least four by six feet, can become 
the center panel of a display win- 
dow or store display. It can also 
be reproduced in letter size and 
used as part of an instructive mail- 
ing piece. 

To establish its authenticity, the 
dealer should enlist the co-opera- 
tive services of leading architects 
and contractors and have them sub- 
scribe to its accuracy by signing 
their names. 

STOCK PLANS 


PLAN books and complete pack- 
age selling:——-There exist many 
well developed plan book services — 
complete with blue prints, ete. 

The dealer should, after selecting 
one or two of such services (one 
for low prices and one for more 
expensive homes), take the fol- 
lowing action. 

1. Have the plans and specifica- 
tions examined and approved for 
local code constructions by the 
building inspector. 


2. Record any changes in sizes 
or material specifications which the 
city building department regards 
as essential to comply with code 
requirements. 

3. Establish “materials only” 
selling prices on each house for 
those items, such as masonry — 
plaster — lumber — lath — hard- 





ware paint —— roofing, ete., which 
the dealer can supply. 

4. Distribute plan books and 
blue prints for typical houses to all 
reliable contractor customers and 
obtain their estimates for the work 
to be done. This should include the 
related services, such as excavation, 
electric wiring, plumbing, heating. 
painting, and sheet metal work. 

5. All such estimates should be 
based on cleared lot conditions — 
and include only the work required 
to install such services to the out- 
side of the foundation line. Every 
such estimate to be tentative and 
subject to revision or amendment 
when examination of the actual site 
is made. Optional prices — cover- 
ing distance from curb line - 
depth of service trenches to sewer 
and water lines —street opening 
charges — meter fees, etc., can be 
developed as the planned procedure 
begins to function. 

6. Financing Development :—As 
each house is priced — both by the 
dealer (for his materials) and by 
the contractors for labor and 
sundry services, the loan agencies 
should be approached to determine 
the extent of loan in which they 
would participate in the structure 
—subject, of course, to revision 
account of lot value and location. 
Such estimated loans should be 
translated into terms of minimum 
owner’s investment——extent of 
loan — down payment required — 
monthly amortization charges—and 
show the amount, which the cus- 
tomer will pay per month at in- 
terest, taxes, and other fixed 
charges —and also how much is 
applied as reduction to the prin- 
cipal. 

PACKAGE SELLING 

AFTER the described steps have 
been taken, logical — accurate esti- 
mates of the completed cost of the 
entire structure—for at least a 
dozen of the “best sellers’? should 
be in the dealer’s possession. 

Instructive and _ constructive 


September 13, 1947, AMERICAN LUMBERMAN G&’ 





pi 
¢ 
Fé 
= 
% 
5 
z 













meet 
deal 
sonn 
ager 
pres 
W 
fore 
pric 
com 
held 
men 
wee 
B 
stoc 
fied 
fore 
N 
asst 
loos 
dex 
tO 
leat 
per 
whi 
vid 
ven 
pla 
: 
inf 
nev 
loc: 
pul 
( 
ads 
ec 
sul 
the 
rer 


( 
' 


Fr 
vq 
gr 


bo 
to 
su 


fu 
m: 
Oop 


ch 


nd 
all 
nd 


ig, 
be 
ed 


ry 
nd 
nt 
te 


er 
1g 
be 
re 











i 








meetings should be arranged by the 
dealer —at which his sales per- 
sonnel, the contractors, and loaning 
agencies’ representative can be 
present. 

Weekly meetings with the sales 
force — devoted to a review of the 
priced plans and desirability of a 
complete package sale — should be 
held. Suggestions for improve- 
ment should be encouraged on a 
weekly prize basis. 

Bonuses for selling the complete 
stock house as described and speci- 
fied should be given to the sales 
force. 

Master price books should be 
assembled for the sales force in 
loose leaf form which, when in- 
dexed, will permit quick reference 
to the desired information. Loose 
leaf is advisable to permit the 
periodic changes and _ additions 
which actual field practice will pro- 
vide; such as, options for brick 
veneer — recreation rooms — fire- 
places — stone walks, ete. 

Sales Promotion: — With this 
information assembled, candid 
news releases should be made to the 
local press in an attempt to obtain 
publicity. 

Coinciding with this, a series of 
ads featuring the convenience, 
economy — and safety to the con- 
sumer; the completed cost; how 
the carrying charges compare with 
rent, ete., should be run weekly. 

Such ads should be “timed”— on 
Fridays or Saturdays to take ad- 
vantage of the week end and 
greater leisure by the reader. 

The ads might feature a free 
booklet (or one at a nominal fee) 
to be obtained on request — and 
such requests become the basis of 
a lead file which should be care- 
fully followed up either by direct 
mail or by an experienced telephone 
operator. 

SERVICING THE SALE 


OFFICE Service — After’ the 
sale is made, much will depend on 
whether the customer has selected 
his own contractors or whether he 
has accepted the dealer’s sugges- 
Lions, 

In the latter case, the dealer can 
render more specific service be- 
cause the due dates on which cer- 
tain items will be needed, can be 
established in advance and the or- 
ders for such items written at once 
to enable them to be available on 
time, 

If the customer should select his 
own contractor, one who has not 
previously dealt with the dealer, 
he should be invited to the office — 
receive an outline of the dealer’s 














It has been found effective in 
bringing in home seeking families 
to advertise the “materials only" 
price of an illustrated house. 

This serves not only to empha- 
size what a small portion of the 
total house cost the materials come 
to, but it also points up what a 
comparatively larger proportion of 
the total cost labor and super- 
vision might be. This is a healthy 
approach in that the dealer can 
ask his contractors to figure out 
the overall cost of labor and super- 
vision on the houses which he has 
priced at a "materials only" price. 
Thus the dealer can specifically 
answer inquiries giving (a) the ma- 
terials pe price, (b) the labor 
and supervision only price, and 
(c) the total price. 


Some dealers have found it ex- 
pedient to illustrate a house and 
price only the lumber, millwork, 
flooring, insulation and other items 
the dealer handles, and excluding 
plumbing, heating and electrical 





A NEW ADVERTISING APPROACH 








PRICES 
REDUCED 


4 ROOM 
and BATH 


DOUBLE CONSTRUCTION HOUSE—AIl 
lumber, roofing, doors, windows, floor- 


ing, siding, wall board, interior doors 
and trim; including all nails. Delivered 
to your lot. All good dry lumber. 


$1,640.00 


BLUE PRINT FREE 
WE HELP YOU FINANCE 


CLAIR-RIDGE 
LUMBER CORP. 


REMER. RD., at P. H. & D. R. R. 
3 Miles South of St. Clair 
Days St. Clair 791 Nites P. H. 2-5494 


work. This price along side of an 
illustrated home is an eye-catcher, 
an attention-getter and inquiry- 
bringer. 








facilities for service; and, if pos- 
sible, determine a delivery schedule 
which will prevent delay or inter- 
ruption in the process of comple- 
tion. 

Field Service — The best results 
will obtain on those jobs where the 
dealer has (through the loaning 
agency) obtained the required au- 
thority to approve contractor pay- 
ments —and where possible, this 
method should be promoted for the 
joint best interests of all con- 
cerned — 

The dealer will have protection— 

The customer’s best interests will 
be served — 

The loaning agency will feel con- 
fident in making advances rec- 
ommended by the dealer — 

The contractor will have the as- 
surance of being able to obtain 
payments promptly. 

However, in order to render this 
kind of service, the dealer should 
have, on his staff, a competent man 
thoroughly familiar with building 
practices — one who can spot flaws 
and omissions or indications of 
faulty workmanship. 

Such an operative should have a 
copy of the specification (plans are 
usually on the job) and a copy of 
a job completion schedule which the 
contractor has agreed to at the 
time of signing the contract (such 
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schedule should include amount of 
work to be done and amount of pay- 
ment to be made at that period of 
completion). 

Partial Payments to Contractors: 
— Sufficient flexibility to make pos- 
sible partial payments should be 
extended to the field representative. 
Usually up to 85 percent of the 
value of the work will provide a 
satisfactory margin of safety. 

Obviously, to maintain the con- 
tractor’s good will and co-operation, 
it would not be fair to hold up a 
$1,000 payment because some minor 
item called for had not been com- 
pleted, which might have been 
caused by weather conditions or 
parts missing. Under such circum- 
stances a part payment up to $850 
could be approved if such action 
would enable the contractor to meet 
current obligations. 


OTHER METHODS OF MARKET DEVELOPMENT 


Truck Signs — This medium can 
be highly effective when used prop- 
erly. The truck should be equipped 
with panel boards—-and changed 
frequently to maintain a new, at- 
tractive appearance. A picture or 
drawing in color of one of the best 
sellers — with the invitation to ask 
for information — coupled with — 
“This attractive 6 room cottage can 

(Continued on Page 89) 
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Visual Coutrol -- 


At-a-glance Picture of the Facts 


By E. J. CLARY 


HE USE OF VISUAL control (board) system is 
spreading in the lumber trade, the result of its 
effectual use in war production. The primary pur- 
pose of this method is to give management an at-a- 
glance picture of all factors entering into any and all 
operations without the time consuming need to dig 
out book or paper files for the facts, which records, 
as a rule are past history. 

For instance, the City Lumber company, Bridge- 
port, Conn., is using the visual control (board) system 
in connection with certain of its operations, saving 
time, not only of office help of management. Said 
Mr. Miley Heinbaugh of that company: 

“We use visual control (board) system principally 
during our period of peak production, for the pur- 
poses of inventory and shipping.” 

It is the flexibility of this visual system which par- 
ticularly adapts it to use in the lumber trade. Lum- 
ber inventories on a day to day or hour to hour basis 
may be projected on the board so that those responsi- 
ble may foresee and forecast shortages and take steps 
to offset them. In the case of shipping, the same 
factors of control are easily adapted to orders on 
hand, their progress toward fulfillment and delivery 
target date. 

The visual control board used in this case is simple, 
and can usually be operated by an intelligent routine 
office worker. The flexibility of the method will be 
easily realized from the following description. 

A visible index is located at the left side of the 
board. It is used to hold the permanent card records 
of the items or elements under control. There are 100 
card pockets on each panel. A legend is located at 
the top of the board, and is used to show the meaning 
of the pegs and cords. 

A peg hole section is placed on the main body of the 
board—for the purpose of visibly analyzing informa- 
tion on the cards by means of the pegs and cords. A 
heading strip is attached across the top of the peg 
hole section—to reveal quantity and/or time repre- 
sented by peg holes from left to right. There is one 
type peg for each item in the visible record panel, and 
each is numbered to correspond with the card pocket 
at its left. Each peg is attached to a cord which pulls 
outward from the board so that it may be extended 
from left to right on the board as needed. 

The signal pegs are to be located, according to pro- 
cedure, in the various peg holes, their meaning being 
noted on the legend at the top of the board. The 
“today” line is attached vertically to the board and 
is moved periodically from left to right in accordance 
with the time element in the procedure. 

Thus, in making it possible to exert control in this 
kind of an operation, a visual method such as this 
offers certain very definite advantages. It provides, 
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VISUAL projection gives facts at a glance. 


at a glance, a knowledge of all pertinent facts and 
figures, eliminates from the executives’ attention sit- 
uations which are in a normal condition, spotlighting 
the bad points and thereby reducing immeasurably 
the amount of time necessary to make an analyzed 
report. 

It flashes the facts to all interested parties at one 
time, is flexible and can be adapted quickly- to any 
problem. It eliminates or greatly reduces, according 
to the users, the amount of time necessary for the 
accumulation of usable facts from a routine paper 
record. 


In fact, it is a well known maxim that in any kind 
of business operation, the greatest obstacles to effi- 
ciency are bottle-necks that appear from nowhere, 
and always develop at the wrong time. However, it 
is also true that bottlenecks do not just casually hap- 
pen—they are the slow, constant growth of weak pro- 
duction or operating control which reflects the need 
for improvement. Students of postwar business con- 
trols generally agree that in view of these facts, the 
remedy at hand is to have a stronger link of produc- 
tion or operation functions with the central contro! 
that gives an up-to-the-minute picture of your busi- 
ness—graphic presentation of past, present and fu 
ture operations—singly, combined and in proper se 
quence one to the other. 

As users of such systems have pointed out: 

When production or operation are under accurate 
central control, there is far less waste of time and 
money because men and resources are used to their 
fullest capacity, and to save valuable man hours and 
conserve vital executive time are among the results 
of efficient production. 
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Getting Others to Help You Sell 


Multiply your friends, customers, sales and profits. 
These twelve success principles will help you do it. 


| THE BROAD FIELD of 

salesmanship, those who suc- 
ceed —and those who fail are 
worthy of study. 

Sales managers, who have the re- 
sponsibility of hiring and training 
salesmen, often lose faith in them- 
selves as selectors of men — be- 
cause, only too frequently, after all 
of the aptitude tests have been 
given——and the examination pa- 
pers have been double checked, 
those who have passed with the 
highest marks fall by the wayside 

while others, who barely made 
the grade during interviews, train- 
ing, and quizzes, suddenly become 
“top-notchers.” 

In every sales organization, there 
are a few who lead the parade con- 
sistently. Their sales averages — 
irrespective of territory, good 
times, or bad, are out in front. 

Following these, are the “in be- 


is not always a true statement. 
Many stragglers work infinitely 
harder than those who lead the 
sales volume parade—and_ yet 
seem unable to make the grade. 

As far as the desire to attain 
success is concerned— when ex- 
amined, questioned, and observed, 
either in the office or in the field —— 
these trailers will evidence even 
greater intensity than those who 
outstrip them. 

This description applies to every 
sales field — whether it be life in- 
surance, automobiles, or building 
materials. 

There must be an answer — and 
many a manager has fervently 
wished that he could find the hidden 
spring or concealed formula which, 
put into action, would make sales- 
man “B” as productive as sales- 
man “A.” 


The salesmen worked out of the 
down town office. 

In the factory, an assistant pur- 
chasing agent, who had never had 
any selling experience, heard of the 
opening and applied for the posi- 
tion—and the factory manager 
agreed to the transfer — with re- 
luctance and misgiving. 

The sales manager interviewed 
the applicant—and, against his 
best judgment, decided to take a 
chance. He made it difficult, how- 
ever, by making the employment 
conditional on two points: (1) hav- 
ing extensive dental work done and 
(2) obtaining two new suits. 

The applicant agreed and within 
a week reported for work — with 
new store teeth and a new suit. 

He told the manager that he was 
rearing to go, that he had read all 
of the sales literature in the in- 


it tweeners” who have a good month - Strangely enough, it is neither terim — and bluntly told the man- 
ng now and then and periodical slumps. territory nor length of service in ager that any further training 
ly Lastly, are the “stragglers’— the organization which counts — would have to be gained in the 
ed those, who just barely manage to 0r does sales ability necessarily field——and again—against his 
stay on the pay roll — and of whom depend on years of experience. best judgment, the manager took 
ne the manager continually asks him- Perhaps a few actual cases will ° chance and let the new man go 
ny self —“shall I keep Joe for another __ serve to illustrate and prove these _t0 It. 
ny month?” statements. The top-notchers were then sell- 
he These conditions obtain in every Case “A’—In a closely knit ing consistently at the rate of 
” sales group — irrespective _ sales organization selling building $125,000 to $150,000 per year — 
of whether or not the men are materials and complete homes, one $65,000 was “par” —- to stay in the 
nd working on salary-——salary and of the older salesmen found that _ lack. 
h- commission — drawing account or his sales were slipping so badly The new man went out into this 
e, straight commission. that, rather than go into the red, neglected territory, which his pred- 
i When these men are analyzed, the he decided to resign and engage in ecessor had given up as_ being 
p- amazing part is that the in be- the real estate business. He was sterile, and sold at the rate of 
- (weeners and the stragglers appear _— convinced that the saturation point $1,000 per day for 90 days (during 
> ‘o have as much, and oft times had been reached in his territory. the so-called “slack season’’). 
a —. ic aa — This open territory presented a In three months he piled up 
re ind company history—-than the problem because trained men were $90,000 worth of sales! — with no 


0} 


tar salesmen. 

They appear to have as much 
and quite often more) charm and 
personality as the leaders. 

As far as ability to speak — and 
ne extent of their vocabulary, they 
either equal or exceed their suc- 
cessful associates. 


exceedingly difficult to find. 


The business concern operated a 
millwork factory and lumber yard. 


cut prices, good credit risks, and no 
complaints — so the company, who 
had a branch office, which was not 





IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM- 
BER AND BUILDING PRODUCTS 


In the matter of personal groom- 
ing and style of automobile, they 
ure quite apt to be out in front. 

While all who read this will say 

“they don’t work as hard,” this 
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functioning, took the new man 
and made him sales manager of the 
branch. There, he duplicated his 
previous success by tripling the 
previous yearly volume. 

How was this possible? Well, 
after describing case “‘B,” the solu- 
tion will be given. 

Case “B” — This is the case of 
a man who had, during the crash of 
1929, lost approximately $250,000 
which he had acquired in the whole- 
sale millinery business. 

He was a German-American — 63 
years of age — and with absolutely 
no technical or mechanical back- 
ground. 

A large national concern decided 
to engage in company owned and 
operated branches in the sale of 
home insulation to the home owner 
or industrial and commercial insti- 
tutions — and, feeling its way, de- 
cided to engage salesmen on a 
straight commission basis. 

This inexperienced, comparative- 
ly old man, went to work in 1937 — 
and consistently outsold all of his 
contemporaries. 

The top-notchers in that field 
were then selling up to $40,000 per 
year—and earning between $7,000 
and $8,000. 

From a standing start, this man 
sold $40,000 his first year, $50,000 
his second and continued so that, in 
1942, he sold over $100,000 — or 
almost twice the amount of his best 
contemporaries. 

All of this, in spite of what the 
managers of all of the several dis- 
tricts could do to select, train, and 
pep up their very carefully se- 
lected salesmen. 

Now for the _ solution many 
will say “this person is a natural 
salesman” or “he’s got to be born 
to it,” ete. This is not the case. 

Both of these men — and count- 
less others who have made a similar 
success of selling — have learned 
the secret of not trying to do it 
alone. Instead, they have, by 
proper and careful cultivation, in- 
spired others to aid them. 

They have learned how to multi- 
ply their efforts — by enlisting the 
aid of their friends and acquaint- 
ances. 

They have discovered that no one 
is sufficient to himself alone — and 
that, to succeed, many others must 
give that friendly boost which 
makes for victory. 

How did salesmen “A” and “B” 
succeed while many others in the 
same organization — offering iden- 
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tical services and prices to the 
same kind of prospects — failed? 


12 SUCCESS PRINCIPLES 


THEY either deliberately or ac- 
cidentally found the green light by 
adopting these twelve sure fire suc- 
cess principles, which are: 

1. “I believe in, and am proud 
of my company. I think it is the 
best of its kind — and I cannot fail 
if I have my company’s support.” 

2. “The products which I have to 
offer my prospects are the best that 
can be made. When better products 
are made, my company will have 
them.” 


3. “My company believes in serv- 
ice on both large jobs and small — 
and when I make a promise, my 
company will see to it that it is 
followed through.” 

4. “My company has actually 

placed me in my own business. It 
has given me the privilege of culti- 
vating every prospect in my ter- 
ritory.” 
5. “My company has placed at 
my disposal its good name and 
reputation, financing resources, 
materials and labor, trucks, tele- 
phone service, secretarial service, 
technical service, literature, mail- 
ing pieces and free stamps. When 
I feel uncertain or get into diffi- 
culties, I can call on and obtain, 
without charge, the services of an 
expert — my manager.” 

6. “Every sale I make yields me 
a profit! I don’t have to wait until 





the job is done or the delivery i 
made to find out what’s left — ani 
what share of the proceeds I ma) 
have — because my profit comes ou! 
first!” 


7. “In my territory, I AM M\ 
COMPANY! I must make thi 
fact known to every resident by 
calling on each one at least fou: 
times each year.” 

8. “I must enlist the co-opera- 
tion of those who contact my pros 
pects frequently; such as, the milk 
man, the ice man, the mail carrier, 
the life insurance man, the rea! 
estate man, the barber, the baker, 
department store personnel, anid 
others — the civic clubs, lodges - 
yes, even the piano tuner.” 

9. “I must try to find ways and 
means to speak a good word about 
them —and give them the names 
of prospects — so that they will be- 
come friendly and say a good word 
for me and my company — thus en- 
couraging reciprocity.” 

10. “I must take part in civic, 
social, charitable, fraternal, educa- 
tional, and _ religious activities 
without revealing any personal 
bias — because all of these good 
people are my company’s prospects 
regardless of their fraternal, re- 
ligious, or political affiliations. 

11. “I must constantly cultivate 
any and all of these friendly busi- 
ness producing contacts to the end 
that, when the services or products 
offered by my company are dis- 
cussed in their presence, they will 





1. Describe the 


to sell. 


ing placed 


posal. 


ognition, or promotion). 


or 





2. Describe the advantages of be- 
in business for 
yourself through the company 
granting territorial privileges. 


3. List the 12 essential business 
elements which the company 
places at the salesman’s dis- 


4. Describe the reasons why every 
sale must develop a profit for 
the salesman (this may be 
either commission, bonus, rec- 


What are the seven basic per- 


Quiz for Salesmen 


12 principles 
which enable a salesman to 
enlist and obtain the co-opera- 
tion of others in helping him 


sonal qualities which the suc- 
cessful salesman should de- 
velop? 


6. Why should the site —- either 
vacant or occupied—be_ re- 
tained in the prospect index? 


7. Why and when should a sales- 
man ask for the order? 


8. What triple benefit can be ex- 
pected on a call back to any 
customer? 


© 


Why should specific religious, 
fraternal, or political leanings 
be submerged? 


10. List the 11 co-operative 
scources who frequently con- 
tact your prospects. 
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aitomatically think of me-—and 
sve that I have an opportunity to 
serve.” 

12. “I must call back on each and 
every one of my customers to ascer- 
tain if the materials or services 
delivered met with their complete 
satisfaction —also, during such 
visits, find out if they need any- 
thing else or, even more important, 
obtain the names of any of their 
friends who may be in the market 
for my company’s services -— be- 
cause each sale should always lead 
to at least two more.” 

In conclusion, the success of any 
salesman really lies in his ability to 
make friends with those who can 
help him —and the application of 
these 12 principles are all pointed 
toward that desirable end. 

Of course, there are certain basic 
personal qualities which must dove- 
tail because friends alone, while of 
invaluable assistanee, do not ob- 
tain the signed order. That most 
essential action can only be _ per- 
formed by the salesman. 

There are seven basic qualities 
which the salesman must personal- 
ly develop: 

A— Becoming an enthusiast — 
to the point where it becomes 
catching —and_ contacting each 
prospect immediately. 

B — Acquiring boundless confi- 
dence in your company — its prod- 
ucts or services and yourself — by 
carrying proofs of performances 
with you. : 

C—- Fortifying yourself with 
knowledge — by careful study and 
analysis so that questions raised 
can be gracefully answered without 
argument, 

D—~-Preparing your presenta- 
tion or proposal carefully before 
approaching the customer. This 
preparation to include price and 
time payments. 

Kk} — Asking for the order at the 
conclusion of each presentation. 
Always ask for the order at least 
three times before you leave — be- 
cause prospects are apt to pro- 
astinate and you want action — 
ot deferment. 

I’ — Realization that, while cus- 
‘mers may come and go, move, 
sell, or pass away, the site — wheth- 

it be a vacant lot or an existing 
‘‘vucture — remains a prospect al- 

‘vs until you have made the sale. 
‘o keep an index file of every lot 
uid house in your territory. 

(; — Never becoming price con- 
sous or fearful of competition. 
Always proposing quality, dura- 
bility, and the lasting satisfaction 
Which remains after the price is 
forgotten, 
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How to Develop the Market for New Home Sales 


(Continued from Page 85) 


be yours —complete in every de- 
tail for as little as $ per mo.” 

“Call and see us before you buy!” 

“Ask for our plan book No. ; 
which shows ——— other attrac- 
tive designs.” 

“It is cheaper to own than to 
pay rent —let us prove it! — 
etc., etc.” 

“This home is now under con- 
struction on Street. In- 
spect it and judge for yourself. 
We know you’ll like it.” 

“If you are interested, leave your 
name and address with our op- 
erator and we will send you a 
copy, etc., etc.” 

Job Signs: —When the sale is 
made, obtain permission to erect a 
suitable job sign. This should be 
attractive. If possible, a picture or 
sketch of the finished home should 
be included. 

The text should be about as fol- 
lows :— 

“Another modern home being 

built here — with local materials 

and by these well known capable 
contractors. WATCH IT GROW. 

Gen’! Contractor 
Masonry 
Plumbing 
Electrical 
Es -aevane waar niR 
OR re 

Building Materials by ———— 
Lumber company 

Architectural (if any) supervi- 
sion by 

If you like it, call upon us for 
further information.” 

Such signs, while the initial cost 
may be high, can, by being repaint- 
ed, be used over and over again — 
and are unrivaled as a specific sales 
pointer and lead producer; because, 
people, who want to build, ‘invari- 
ably browse around to inspect jobs 
under construction. 

Inventory Homes: — The dealer 
should acquire lots scattered 
throughout his economic truck de- 
livery zone in good locations suit- 
able for the pre-priced homes out of 
his plan books. 

Then, by arranging to award the 
contract to the logical contractor 
associate in any given territory, 
simply transfer part of his current 
inventory to the new site and have 
the home built. 

It can be advertised in the press 
and also supplemented by free pub- 
licity; and, if practicable, shown 
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on the truck signs —also made a 
part of the window display. 

It should be put up for sale as 
soon as fairly started — and offers 
to duplicate it, at any other loca- 
tion, should be stressed. 

Friction between rival contractor 
associates can be curbed by an- 
nouncing the plan at a group meet- 
ing and deciding which one should 
have job number one and who shall 
build number two, ete. 

This may be done by location — 
or by alphabetical selection. Adams 
first— Brown second — Conway 
third, etc., or by drawing numbers 
out of a hat. 

This plan, if properly adminis- 
tered, will provide a dealer profit — 
will cement contractor relations — 
will make each locality conscious 
of the complete home services avail- 
able through the dealer — will in- 
spire public confidence in the deal- 
er’s assurance that present prices 
are right — otherwise he would not 
invest in new homes. 

Complete miniature models of the 
plan book homes are available — 
and the one being built supple- 
mented by actual blown up photo- 
graphs showing the progress of 
construction each week — will en- 
liven any window display. 

The sales force should be taken 
to each such job and learn by ac- 
tual field observation what the 
package sale can mean to them — 
and the real service they can ren- 
der to their customers. This in 
itself will constitute a visual prac- 
tical training, which will make each 
one more valuable to his company 
and himself. 

Be prepared for the future: — 
Any and all of the described meth- 
ods are practical; and, in varying 
degree, can be profitably adapted 
by any progressive lumber and 
building products merchant. They 
have all been field tested and proven 
—and their application now will 
open up and maintain new, high 
sales volumes — even after the cur- 
rent demand has subsided. 

The day of the necessity for 
creative selling is not too distant. 
Adopting these methods will enable 
you to do it the “easy way” in- 
stead of having to learn it “the 
hard way.” Any time invested now 
will yield large dividends later — 
and the market possibilities are 
unlimited. 
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Amerock Pust Button” Cabinet Catches 
operate smoothly even when doors" 








S 





Extra long parallel throw of 
bolt covers strike, holds se- 
curely even when door is 
severely shrunk. 


NO ADJUSTMENT NECESSARY 


Because the *patented winged latch 
bolt moves parallel with the door, 


i ordinary swelling or shrinkage will 
c not affect the smooth, positive oper- 
fe) : . 

fe) Parallel bolt moves com- ation of Amerock cabinet catches. 


letely into housing without 
binding—clears strike easily, scenes And because bolt slides parallel with 
even when door is swollen. 


the door and moves completely into 
the housing, Amerock cabinet 





catches do not bind when cabinet 
doors swell. 


OPENS EASILY — CLOSES EASILY 


When door closes, strike hits pivot- 
ing wing which in turn pushes bolt 
parallel into housing. All dragging 
friction is eliminated. 


a i ai a ae aaa 





*Patent No. 2233278 


peud thats wot all/ CHECK THESE OTHER FEATURES 


EASY TO APPLY — each catch individually wrapped NOTCHED PLUNGERS — make catch easily adaptable 
and packed in envelope complete with easy-to-follow to various wood thicknesses up to 11%”. 

i ti tc. 

pr eccecie a eee eee TWO STRIKES — with elongated screw holes for easy 
REVERSIBLE—for right or left hand doors, or for final adjustment, for flush or overlapping doors. 
undershelf application. 


poh Your Golblber Copr. 1947 genuine 
AMERICAN CABINET HARDWARE CORP. 


ROCKFORD, ILLINOIS 
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BOOM: the boom continues, but definitely. Cor- 


porate profits arow bigger and swamp all previous 
records. 
$8,900,000,000. 
increase of 40 per cent and the highest in history, 
up to that time. 
along, producing profits at the annual rate of 
$17,400,000,000; another upward bounce of 40 per 
cent. 
we get there? 


In ‘45, these profits, after taxes, were 
In ‘46, they were $12,500,000,000, an 


The first half of ‘47 rolled right 


How high is up? And what happens when 


INVESTMENT: a lot of this majestic cash is getting 





spent to make more money. A Federal Reserve re- 
port indicates that current investment in business 
plants and equipment is at the rate of $16,000,000,000 
a year. When the dollar figures are adjusted to in- 
dicate comparable volumes of goods, it appears 
that plant and equipment expansion is at about 
twice the average of ‘21 to ‘41. 
and distributors are willing to lay money on their 
faith in the future. 


American producers 


NEW CONSTRUCTION: the big summer volume 





of new residence construction points to 800,000 com- 
pleted housing units and 900,000 starts in ‘47. This 
indicates full operation for the industry through the 
year. 
of building materials, for heavy and for light con- 
struction, is nearly as high as in ‘41 and is 37 per 
cent higher than in ‘39. Still some shortages. Aver- 
aged figures don't pay off when it’s flooring or mill- 
work that you need. 


The Commerce Department says the output 


LUMBER: “Rising production, sustained demand, 


and a gradual stabilization of prices characterize 
the current lumber situation,”’ says the Lumber Sur- 
vey Committee. 
to grades and more careful manufacture, together 
with a change toward a buyer’s market, will be 
good news for John Citizen. 
on the confidence side. 
And they're real stuff. 


It adds that a stricter adherence 


All these things are 
They're pleasant to take. 


ANOTHER SIDE: but on the less genial other hand 





there are a few items, no one of massive importance 
as yet, that belong in the picture. 
with 
the 
be needing outlets to keep workers employed, this 


can be of some serious consequence to U. S. econ- 
omy. 


Most viewers- 
alarm point to the foreign pattern, especially 
steady decline in exports. In time, when we'll 


But at present, with the current high employ- 


ment, Uncle could lose up to half his exports with- 
out 


leeling it too much. 


dy, . 
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INTERNATIONAL: one item of fret is the danger 


to the U. S. of being the fat boy in a tough and 
hungry neighborhood. Dictators have come up, of 
late years, on the poverty and hunger of their peo- 
ple. Uncle’s done some tough and expensive fight- 
ing along that front. Building Europe as a surplus 
market for American goods isn't too promising a 
business deal; maybe good, maybe not. But miss- 
ing the next war—that would be something! 


CONFISCATORY TAXES: a more immediate for- 


eign economic factor is the earnings-tax idea, such 
as the 75 per cent socker Britain has levied on 
American motion picture returns. This country might 
find home markets for most of the actual goods 
blocked off from export sales. But Americans lease 
a lot of industrial and business machines; collect a 
lot of money on copyrights, and so on, through a 
long list. The State Department fears the spread of 
this confiscatory idea of taxes on earnings, thinks 
the impact might be serious on American employ- 
ment. 


PRICE SORCERY: something like this. When the 


time comes, as it always does, that supply is bigger 
than demand, then prices are supposed to ease 
down. This allows the small-income group to sup- 
plement the purchases of the more affluent and to 
keep commerce moving. What if the factors of 
rigidity refuse to give? If prices stay high and cus- 
tomers stay home? It means some interesting by- 
products. But Mr. Clark is inclined to spell it bust. 
He's annoyed by “easy optimism about a moderate 
recession.” 


CAR SHORTAGE: in a certain producing area, 


lumber stocks are accumulating at the mills, yet 
prices are generally advancing. The immediate 
bad actor is the car shortage. As this page pre- 
dicted, that shortage has become a lulu. This traf- 
fic block has brought back a number of black- 
market techniques and has created some new ones. 
In certain places the stabilization of lumber prices 
is just something that somebody heard about. Spot 
deliveries command what the traffic will bear. 


FINANCE: better watch emerging policies of bank 


credit. There's a deflationary trend of no great im- 
portance as yet, but it is a trend; a little higher in- 
terest rates, a little more caution in making loans. 
It comes at a time when collections are slower and 
inventory costs higher. Treasury is increasing 
interest rates on refunding operations and banks 
will follow suit on commercial loans. If you handle 
radios or certain home appliances you may find 
loans harder to arrange for these lines. 











95 








Then and Now 

66 Y SALES in 1946 were twice 

as large as any year since I 
have been in business,” said a 
lumber dealer who was comparing 
notes with several others from dif- 
ferent sections of the country. “So 
far this year I am 331/3 percent 
ahead of last year.” 

Later the conversation veered to 
the depression days of the early 
Thirties. 

“Just a few days ago I noticed 
my sales for the first two weeks in 
August were more than for.the en- 
tire year of °33,” commented an- 
other dealer. 
You are lucky if you enjoy the 


ambition that makes work a 
pleasure. 


* * 


Important Clue 

AY WE SUGGEST that the 
Congressional committee ap- 
pointed to investigate the high cost 
of housing give appropriate consid- 
eration to the facts contained in 
the following paragraph gleaned 
from Wedge published by Georgia 

Hardwood Lumber company: 
“More than 80 percent of the 
cost of the average home today is 
paid out in wages to labor—either 
on the home site, in the factory, or 
in manufacturing wages. And in- 
creased wages to and decreased effi- 
ciency of labor directly increase 

the cost of homes.” 
s 


J. E. Johson & Son, Champaign, 
Ill., use stickers on the back of 
their envelopes. Example: “It’s 
the MAN in MANagement that 
counts.” 
* * * 
Formula For Friendship 
IVE HUNDRED Twin Cities’ 
lumbermen in shirt sleeves sat 
down to a sumptous fried chicken, 
sweet corn dinner after an all-af- 
ternoon Hoo-Hoo picnic. Accord- 
ing to reports, “there wasn’t a sour- 
puss in the crowd.” This news note 
bears out our contention that what 
the lumber industry needs is a bet- 
ter understanding among its many 
far-flung, component parts. Very 
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when they 
Remember the 
remark of the cantankerous indi- 


few men are 
know one another. 


ornery 


vidual who refused to be intro- 
duced to a new and somewhat ob- 
streperous competitor ? 

“IT don’t want to meet him,” he 
said. “If I know him I might like 
him,” he commented, as he went on 
his way. 

* * * 


Incompetent employees rank high 
in the list of causes of business 
failures. 

* * * 


Significant Trend 


N 26 METROPOLITAN areas, 

1239 lumber dealers sold a fi- 
nance company installment notes 
amounting to $10,164,296 during 
a 12-month period. 

In the same area, and during the 
same period, 2119 applicators sold 
the same company installment 
notes totaling $23,920,999. 

There is food for thought in the 
fact that once upon a time there 
were practically no applicators in 
these areas and that building ma- 
terials were sold almost exclusively 
through lumber yards. Today there 
are nearly twice as many applica- 
tors as lumber yards with the 
trend continuing in the direction 
of selling building materials ap- 
plied . . . a situation which is of 
little worry to lumber dealers when 
demand exceeds supply but which 
will be of grave concern when the 
opposite is true. 


* % * 


Again let us pause for station 
announcement and say, as we 
have often said before, that sell- 
ers’ markets eventually turn out 
to be mighty expensive luxuries. 


* * 
Competition Is Setting In 


PPROXIMATELY _ 1,000,000 

new concerns started in busi- 
ness in 1945 and 1946. Add this 
number to the 2,700,000 in business 
before that time and you will ar- 
rive at the inescapable fact that 
competition must be just around 
the corner. The number of busi- 
ness failures already is stepping 
up and is certain to increase. 
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Tradition Dies Hard 
UTTING A NEW type weed 
killer on a corn field at plant- 


ing time is said to do away with 


weeds for the entire season. But 
farmers insist on cultivating as 
usual, with the result that deeply 
bedded seeds are turned up which 
otherwise would not grow. Since 
cultivation does no other good than 
to kill weeds, it merely defeats the 
purpose of the weed killer! A par- 
allel could be drawn in many other 
lines of human endeavor, including 
retailing. 
* % 


Art Benson says it’s now almost 
as difficult to live within one’s 
income as it was to live without 
one in the ’30’s. 


x * 
No Time to Train Salesmen 
66 EVER HAD SUCH an ineffi- 
cient crew in my life,” said 
a lumber dealer in a busy indus- 
trial area where it is practically 
impossible to get help. 

“What are you doing to remedy 
the situation?” he was asked. 

“What can you do?” he replied. 
“You simply can’t train a salesman 
under today’s conditions. It’s a 
good deal like coaching an athlete 
to play football when there’s no 
one on the opposing team. What 
most salesmen learn today they'll 
have to ‘unlearn’ tomorrow.” 

His comments sounded a bit pes- 
simistic but undoubtedly he is far 
more than half right. 

x * 
Good display counts .. . especially 
in the store part of the lumber 
yard. 
% * *% 
The Changing Scene 

HIS MORNING we were ahead 
of the paper boy but while we 
waited for his arrival we were in- 
terested no end in the 16-page 
(newspaper size) red-white-and- 
blue ad of Montgomery Ward 
which awaited our _ inspection. 
“Hard-to-get nails at a cut price— 
6D to 60D—6 cents per pound,” 

we read. 

And it was but a short time ago 
we told of the distressed contractor 
who drove 200 miles and paid $90 
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AMERICA’S (S 


for sash & door makers! 











PERMA 


GALE 
GLAZING 
COMPOUND 


... provides top quality with all-around economy. Ease of 
application and quick setting speeds production. Never a 
need for reglazing because of its tenacious adhesion under 
all normal conditions. Once sash is glazed with Perma Glaze 
it's ready for immediate shipment. Perma Glaze is designed 
to meet your requirements and exceeds highest specifica- 
tions on any job... proved by thousands of installations! 


PERMA GLAZE 
GLAZING COMPOUND 


“ Bipp 


Q. D. 
PRIMELESS 


PUTTY 


The original, unmatched primeless putty made only of 
highest quality ingredients to provide glaziers the utmost 
in service at lowest cost. No priming of sash is necessary, 
saving production time. Uniform quality, minimum shrinkage 
and fast setting combine to make this putty the favorite of 
glaziers the country over! 





For more Information or Special Requirements write Today! 


nm BIDDLE .o. 


RICA'S LARGEST EXxcLUSIVE Paddy Makers 


- MAIN ST., ST. LOUIS 2, MISSOURI 
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SEE OUR CATALOG IN 
SWEET'S OR WRITE US 


(Sold through jobbers 
and dealers only) 


INC. 


626 Nor th La F eet Drive 
L 9 
os An eles 46 e Califor na 


AL-9 
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for three kegs of nails to finish a 
house! 

Other items included in the 
“great semi-annual sale when all 
America shops and saves”: kitchen 
cupboards, iron entrance rails, gar- 
age doors, wood garage (12’x20’, 
$329), steel window screens, pre- 
fit window units, asphalt shingles, 
roll roofing, thick tab _ shingles, 
rock-wool batts, mineral] fill insula- 
tion, Kimsul 1° blanket type, cotton 
blanket insulation. 


Again we say: “Better brush up 
on your salesmanship.” We’re 
now facing one of the greatest 
SELLING periods in history. 

* # & 


High Cost of Tradition 


UR VOLUME of mail reminds 
us of a cynical acquaintance 
who insists that 90 percent of busi- 
ness correspondence could be car- 
ried on in longhand on post cards 
and that 85 percent of business 
trips could be eliminated and a bet- 
ter job done via the long distance 
telephone. It is his theory that the 
high cost of dictating and filing 
useless letters is one of the prin- 
cipal reasons for our inexcusably 
high distribution costs. He says: 
“Tf the average businessman will 
take the trouble to compute the 
original cost of filing cabinets, the 
labor involved in maintaining 
them, the rent paid on the space 
occupied, he will promptly conclude 
it’s a luxury few businesses can 
afford.” 
* * % 


Remember when lumber dealers 
judged the kind of a year they 
had by the number of homes they 
sold? 


* * * 
Unpalatable . . . But Effective 
HETHER WE LIKE it or 
not, competition is the great 
leveler. Nothing straightens things 
out quicker than a touch of bad 
business or a liberal dose of in- 
tensive competition. Full bins of 
material that don’t move or a few 
weeks of idleness soon change the 
picture ... for merchants... for 
labor. Furthermore, competition is 
the only known “cure” for many 
of our current economic indisposi- 
tions.) 
* * * 


The only time a train of thought 
is worth anything is when it will 
take you to a desirable destina- 


tion. 
* * * 


Chapter Two 
N A PREVIOUS issue we told 
about the barber ($1 haircuts) 
who was pretty mad because the 
local carpenter in the area, where 
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he had a lake cottage, quoted $165 
on the materials and $40 for the 
labor needed to construct a new 
ceiling. On the next trip he bought 
the materials directly from the lum- 
ber yard for $94.15 and he and his 
neighbor did the work in a little 
less than eight hours. Nevertheless 
we are still paying $1 for a haircut. 
Can’t find a neighbor to help us 
out. 
* * * 


“Ho, hum,” said the buyer, as he 
turned to the routine affairs of the 
day. “‘What wouldn’t | give to see 
a top-notch salesman in action 
again!” 


“ * NM 


Stick to Your Own Last 


HE CURRENT TENDENCY 
to dip into the other fellow’s 
business (despite established dis- 
tribution practices) reminds us of 
the story told by Congressman 
Dirkson at the Logging Congress. 
It seems that the colored defend- 
ant was clearly guilty of stealing 
chickens although the hen house 
had been guarded by a variety of 
safety precautions which seemed to 
make thievery impossible. 

The Judge’s curiosity was 
aroused to the point where he took 
Sambo to one side before sentenc- 
ing him and said, “Sam, I wish 
you would tell me how in the world 
you succeeded in stealing those 
chickens when the hen house was 
protected as it was.” 

Sam looked the Judge over at 
considerable length and __ finally 
replied, “Jedge, if you’se intendin’ 
to engage in any rascality, my ad- 
vice is to stick to the bench where 
you’se belong.” 


* * * 


"Warehouse Clearance” 
HE FIRST AD of the kind 
we’ve come across appeared 
recently in a Pittsburgh newspaper. 
Heading: Warehouse Clearance up 
to 50% off! Cabinet sinks, wall 
cabinets, and all items listed. 

Reason: “Frankly, our costs have 
been mounting and our stocks have 
been accumulating. . . For this rea- 
son, we are selling this merchan- 
dise at unheard of prices.” 

Items listed: Stools and chairs, 
door chimes, ladder stools, auto- 
matic washers, dinette sets, medi- 
cine cabinets, electric ranges, snack 
bars and booths, electric heaters, 
electric comforters, home freezers, 
electric blankets, Bendix washers, 
sink bowls, popular-make radios. 

There are some surprises in the 
list. Mebbe it isn’t going to be as 
long as we sometimes think. 
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Big Business 


B. ANDERBERG, well-known 
* lumberman, Aberdeen, S. D. 
tells us that 84,461 non-residents 
(from every state in the Union) 
paid $20 each to hunt pheasants in 
South Dakota in 1946... a total of 
$1,689,220. Average expenditure 
of each hunter was $100 or a total 
of $8,446,100. Hunters even came 
from Alaska, Canada, Hawaii, and 
South America! 


In spite of such reports, Amer- 
ican buyers are now going into 
debt twice as fast as at any other 
time in history, according to 
Northwestern National Life In- 
surance company. 


% + * 


Too Much, Too Soon 


IR TRANSPORT reminds us 
that the air lines apparently 
have promised more than they are 
able to deliver. After having been 
a satisfied patron for many years, 
the Clinic recently found it neces- 
sary to adopt more dependable 
methods of reaching destination. 
“Flight cancelled” became the bane 
of our existence. An irate fellow- 
passenger, irked by seemingly end- 
less delays, handed us a slogan not 
long ago and suggested we submit 
it to the air lines: “Time to spare? 
Travel by air.” 

But this too shall pass. It’s 
merely the manifestation of a great 
American industrial pastime of 
promising too much, too soon. 


* * * 


It’s still comparatively easy to sell 
many things... if you have what 
the customer wants at a price he 
is willing to pay. 


* * * 


Underselling Profitably Is Seldom 
Possible 


Hew WELL are you prepared 
for the price battle that al- 
ways follows a period of great 
scarcities such as has existed for 
the past four years? The longer 
the drouth of materials lasts, the 
greater the flood of goods when 
they finally arrive. Underselling at 
a profit will be impossible, since s0 
many concerns will promptly un- 
dersell themselves into bankruptcy. 
It can only be done with better 
merchandising, advertising, sales- 
manship. 
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Building Profitable Business 
for YOU 


The extra values and the extra sales appeal of 
Sonneborn “Building Savers” are featured in advertising 
that blankets the building and maintenance markets — 
homes, business, architectural, contractors, engineers, 
industrial, institutional, and others. 

Fach Sonneborn “Building Saver” is a needed spe- 
cialty, each one a door opener, each one a profitable item. 
Stock the complete line of Sonneborn “Building Savers” 
and use Sonneborn sales promotion material to get the 
fastest turnover. 

Are you using all the promotional material listed 





below? If not, write Dept. 1-9, right away. 


Window displays Mat service 


Counter displays Shelf cards 

Product literature Wall cards 

Blotters Samples 
Estimating guides 


NEW DISTRIBUTORS! Ask to see the SONNEBORN 
‘‘BUILDING SAVERS’’ DISTRIBUTOR PLAN 


SONNEBORN 





— i enneoemmenenemenntadtl 
Reseed t6 i] ere 
— BUILDING SAVERS — IF IT'S 
es 
~ Se WORTH BUILDING 
peste e 8. 
pg Floor Treatments * Waxes * Paints and Resse WORTH SAVING 
oneceeeeeeenil 
baa Protective Coatings * Concrete and Mor- careers 
~~ tor Admixtures . Waterproofing and : 
Dompproofing * Caulking Compounds : 
Roof Coatings a : RN 


Building Products Division, L. SONNEBORN SONS, INC., New York 16, W. Y. 


In the Southwest: Sonneborn Bros., Dallas 1, Texos 


Br ILDI 


NG Propucts MERCHANDISER, September 13, 1947 


THE RIGHT “SPOTS” . 
TO SAY 


“FRANTZ* 


FOR DOORS 


The Frantz line of Guaranteed 
Builders’ Hardware includes 
hundreds of hinge styles and 
sizes of durable wrought steel 
construction ... available in 
all standard finishes. Illus- 
trated are Ball Tip Butt Hinge 
No. 441 and Half Surface 
Butt Hinge No. 365. 























FOR WINDOWS 


Attractiveness in sash hard- 
ware is a “must” and Frantz 
offers the latest in modern de- 
sign...the finest finishes. Illus- 
trated are Sash Lock No. 320, 
Beveled Sash Lift No. 310 and 
Bar Sash Lift No. 315. 


FOR CABINETS 


Smartly-styled cabinet hard- 
ware is in great demand for 
the modern kitchen. Frantz 
offers some distinctive items 
in this line. Illustrated are 
No. 120 Door or Drawer Pull 
and No. 491 Hinge. 

























FOR BARNS 


Handling heavy barn doors 
with ease, is simple with 
Frantz “Glide” Door Hanger 
and Track . .. the original 
water-shed type. Illustrated are 
No. 111 Track and No. 1 rein- 
forced Hanger, which cannot 
be derailed . . . will fit any 
thickness door. 





FOR GARAGES 


Garage doors open quickly, 
effortlessly with Frantz “Over- 
the-Top” Door Equipment. 
Doors can harmonize with 
building architecture because 
“Over-the-Top” can take cus- 
tom-built, one-piece doors up 
to 18’ wide, 12’ high and up 
to 720 Ibs. weight. 











Standardize on Frantz Builders’ Hardware . . . save time 
and trouble by ordering from one, reliable squree. Cus- 
tomer satisfaction is guaranteed by Frantz’s quarter-cen- 
tury experience in manufacturing quality hardware. 


Write today for full details on the complete line. 


FRANTZ 


GUARANTEED BUILDERS HARDWARE 





FRANTZ MANUFACTURING CO., STERLING, ILLINOIS 
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New Woodwork Line 

Being announced this fall is a 
complete new line of woodwork by 
Carr, Adams & Collier company. 
New designs, new economies and 


new products have been developed, 
but none were included in the com- 
pany’s new line—known as the 
Bilt-Well line—until they had been 
thoroughly investigated and tested. 
Products in the line that lend 
themselves to carton packing are 
carton packed, and others are 
packed in sturdy bundles. Each 
carton is clearly marked with the 

















size and design of the product and 
the Bilt-Well trademark. 

Superior windows, Nu-Style 
kitchen cabinets, entrances and 
other items in the line are pre-fit 
and easy to put together. Window 
units and entrances are chemically 
treated. Many of the products are 
designed as complete units, such as 
the Superior unit window which in- 
cludes both the window and the 
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frame. Bilt-Well products are 
made to be used in both large and 
small buildings, and are in keep- 
ing with the present trend to mod- 
ular sizes. The line is complete 





from basement windows to attic 
louvers. 

The Bilt-Well line is nationally 
advertised and photographs and 
newspaper mats are furnished to 
dealers for local advertising. Prod- 
uct displays are furnished for 
dealer meetings. A large broad- 
side with a picture of each product 
and a thumb-nail description of 
its features, as well as other mail- 
ing pieces are available on request 
of dealers. For copies of these 
and more complete information 
about the new line, write Carr, 
Adams & Collier company, Dept. 
AL&BPM, Dubuque, Iowa. 


Steel Strapping Folder 


A new folder tells how steel 
strapping can be used in the lum- 
ber yard to strap bundles of lumber 
ready for shipment, for loading 
with a fork lift truck or for stor- 
age; how it protects bundles of 
doors and windows that are stored; 
how it facilitates storage and mov- 
ing of shingles. The folder shows 
how the danger of damage either 
in storage or in transit is mini- 
mized when strapping is used. Also 
illustrated in the folder are the 
different types of strapping equip- 
ment needed. For a copy of the 
folder write Strapping division, 
Acme Steel company, Dept. AL& 
BPM, 2840 Archer avenue, Chicago 
8, Ill. 


September 


Wood Preserver, Stabilizer 


A formula of the pentachlor- 
phenol type makes possible a new 
order of protection for wood and 
wood _ products. Decaznot, the 
trade name for this product, is 
said to protect against all forms 
of decay, termites and other insect 
attack, swelling, shrinking, warp- 
ing, and checking and blue stain. 
Decaznot makes use of a new 
solubilizing material which is said 
to prevent the formation of any 
sediment. Application is by dip- 
ping, spraying or brushing. Depth 
of penetration depends on duration 
of application time. It is reia- 
tively odorless, said not to discolor 
wood, and acts as a primer for 
paint, stain or varnish. For more 
complete details write Coopers 
Creek Chemical corporation, Dept. 
AL&BPM, West Conshohocken, Pa. 


New Swing Saw 


The Fenlind No. 1200 swing saw 
is a new development for use in 
packing, crating, pattern shops, 
wood working plants, lumber milis 
and construction jobs. It features 


ready portability from job-to-job 
and maximum rigidity for cuts uP 
to three inches deep and 14 inches 
wide. 
balanced swinging arm, a feature 


is the swivel adjustment on the | 


arm for miter cuts up to 90 de 
grees. The saw is mounted on 4 
cast iron base. Any standard %4 
or one h.p. motor may be mounted 
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Designed with a counter ff 
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“ATKINS ALWAYS ANEAD™ 


























le 


\lor- 











new 
and 
the 
> 
yrms “Easier going” for the cutter means “Easier going” for 
sect the dealer who sells Atkins “Silver Steel’ Crosscuts. These 
arp- are the points that build friendship and loyalty for 
tain. dealers: Segment grinding—uniform tapering of the saw 
new from tooth edge to back throughout its length—gives the 
said saw ample clearance. There's no pinching or binding... 
any the saw runs freely and smoothly, with less effort on the 
dip- cutter’s part. And the famous Atkins-developed “Silver 
epth Steel” not only puts an extra sharp edge on the teeth, 
ation but also builds into them wear resistant qualities that 
seine keep them cutting for longer periods between grindings. 
color E. C. ATKINS AND COMPANY 
for Home Office and Factory: 402 S. Illinois Street, Indianapolis 9, Ind, 
more BRANCH FACTORY: Portland, Oregon 
opers Branch Offices: Atlanta . Chicago - Memphis - New Orleans - New York - San Francisco 
‘* THE DEALER’S PARTNER FOR 90 YEARS 
1, ra. 
y saw 
ise in 
snops, , : : : : % , 
— Pled Qrldseaaja di jeeee py eeeey : i ag = yao 
atures 


ae Aomorrow and Asday will take care of itself" 

















. .. which states, in a nutshell, the future-minded 
policy of the Southern Lumber Company 





Explains, too, why Southern's timber operations are per- 
petuated under a systematic program of selective cutting 
and reforestation... why Southern's sawmill, dry kiln and 
flooring factory equipment are of the latest approved 
types. So that for today and countless tomorrows you 
and your customers will find in Southern Brand your qual- 
ity requirements in Pine and 
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_ Hardwood, including Wrap- 
»-to-job ; ped Trim, Mouldings, Casing, 
cuts uP Base and Yard Stock; Pre- 
. inches § Typical of how Southern Brand Oak Flooring and finished Hardwood Flooring; 
counter ; Arkansas Soft Pine Interior Trim are creating well- Oak, Beech, Gum and Pine 
ong 3 groomed appearances in thousands of American homes. Flooring in standard strip. 
90) de- 
od on 4 
24] SOUTHERN LUMBER CO. ".-:3:" 
mounted e ARKANSAS 
m_MAN & 
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on the swing arm. For further in- 
formation write Fenlind Engineer- 
ing company, Dept. AL&BPM, 222 
Mill street, Rockford, Il. 


Portable Electric Drill 
A new lightweight portable elec- 


tric drill, designed for shop or 
home workshop, has been an- 








Features include a com- 


nounced. 
fortable pistol grip handle with 
trigger switch control; lightweight 
stator housing; screw on drill 
chuck and a six-foot heavy-duty 
flexible rubber-covered cord and 





= HOLDS A HOME TOGETHER 







































plug. Known as the Hi-Power 
model No. 77, it has a no-load speed 
of 1,700 rpm and full-load speed 
of 900 rpm. It is 11 inches long 
with a body diameter of 2% 
inches. For more complete infor- 
mation write Portable Electric 
Tools Inc., Dept. AL&BPM, 255 W. 
79th street, Chicago 20, Il. 


Strapping Tool Literature 


Two recent pieces of literature 
describe Steelbinder equipment 
and supplies. The first describes 
the three bulkbinder models, which 
are tools for 34, 144, and two inch 
wide steel strapping. The tools tie 
standard steel heavy duty strap on 
all sizes and shapes of heavy 
crates, cases and pallets, and seal 
the strap at any convenient posi- 
tion on the object. The second 
describes the Steelbinder which 
binds any size or shape object for 
shipment or storage. It ties on 
top or side, and uses %%, %, % or 
34 inch straps of any thickness up 
to .028 without mechanical adjust- 
ment. For copies of this literature 
write A. J. Gerrard & company, 
Dept. AL&BPM, 221 N. LaSalle 
street, Chicago 1, IIl. 








New Lift Truck 


A heavy duty lift truck embody- 
ing a radically different design is 
now in production. The main fea- 
ture of the new truck is the hy- 





draulic lift that will handle 6,000 
pounds to a height of eight feet 
or 4,000 pounds to 11 feet, yet 
collapse completely into the truck 
body like the bellows of a camera. 
With the lift in lowered position 
there is no track or front con- 
struction to prevent the lift from 


It takes all kinds of hardware to hold a home together, and the 


most important of these is door hardware. Here, Barrows does 


the job beautifully—in appearance . . 


.in function... witha 


range of authentic designs to fit all interior and exterior appli- 


cations. Every Barrows piece is made with precision, for easy, 


speedy installation . 
more people than ever . 





.. Bank on Barrows. 


. . for quiet, efficient operation. Today, 
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_ SEE THIS SAW 
by AMERICAN! 


It’s completely new—the 
American Portable Electric 
Saw that gives you 50 % more 
power without increase in 
weight! It’s an easy-hand- 
ling one-hand saw... saves 
time and cuts costs. 
Streamline design... 
highly polished...top- 
quality throughout. Smooth 
starting without jerk or jar. 
Powered by special G.E. 
motor which develops 1% 
H.P. Blade speed 6500 
R.P.M. Maintains cutting 
efficiency in all types of 
operating conditions. Ex- 
clusive elevating mechanism 
for accurate depth-of-cut ad- 
justment. Telescoping 
guard, 8” blade for 2%’’ 
straight cut. Will cut a 2’’ 
plank at 45°. Write for more 
details. The American Floor 
Surfacing Machine Co., 521 
So. St. Clair St., Toledo 3, O. 





Save job-time on work 
like this. 


Speedy, handy for trim work. 
eet i 
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— Cheweire. 
flameproof cotton 


INSULATION 


Now available in two types: Type E, 
totally enclosed with moisture proof 
vapor barrier one side, paper the 
other; Type II, vapor barrier only. 


BEST FOR BUILDERS — 


Simple speedy installation keeps 
labor costs down. Lighter weight 
means savings on structural costs— 
219 pounds does a better job than i 
more than a ton of other types. No a 7 
dust, fumes or irritating fibers— . 4 
Cellulite* is safe and comfortable q 
to handle. 


BEST FOR DEALERS — 


Cellulite* gives you a better 
insulation to sell for less money. 
Increasing demand from cost- 
conscious builders and do-it-them- 
selves home owners means fast 
turnover, sound profits. Compact 
packaging and lightness mean easy 
handling and storage, lower shipping 
costs. Three 50-pound boxes, of eight 
rolls each, insulates the average attic. 


BEST FOR HOME OWNERS 


Flameproof cotton insulation is 

the most efficient barrier to heat and 
cold commercially available — from 4 
to 36 per cent more effective than 
other types — giving greater fuel 
savings, greater comfort. K Factor 
0.24. Cellulite* lasts as long as the 
building itself. Can’t pack or deter- 
iorate. 
For more information about Cellulite’s* 
many advantages for the building industry 
and home builders and owners, fill out aad 
mail the coupon today, 


The Gilman Brothers Company 
Established 1897 
GILMAN, CONNECTICUT 
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COTTON! 
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§ THE GILMAN BROTHERS COMPANY 0 
: 53 Lawrence Street, Gilman, Connecticut sé 
g Please send me full information about Cellulite*. : 
: Name , 
¢ Firm - 
: Address we Si. ane 
‘ , 
6 § 


City : State 
Check one’ [|] Bu lding Supply Dealer [] Builder (J Architect 


GPemmmmemeweeeeseemesemeneeeesneeneeaerausunen 


*Trade Mark Reg. 
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earry a load of 1,000 pounds. For 
more complete information write 
The Holm’s, Dept. AL&BPM, 24:8 
N. 19th street, Milwaukee 6, Wis 


New Crawler Truck 

The Menne crawler goes up and 
down stairs and ramps. It is said 
to eliminate unsafe handling of 
heavy machinery, appliances, and 
passing under low head clearance. packaged materials. It has a cater- 





New Linoleum Finisi 





Known as the Wagnermobile lift, pillar type frame with steel roll- The introduction of a new, mo! 
it weighs 7,425 pounds with fork ers supporting endless belts. The ern linoleum finish called Cle: 
and boom. A variety of quick- tractor frame casting is made of Coat is being announced. Formi 


change attachments are available aluminum _ alloy. The tubular 
making possible the handling of a frame carries the load, and there 
wide variety of heavy or bulky ma- is a safety beltbrake for stops. 
terials. For more complete details The truck is 64 inches long and 
write Mixermobile Manufacturers, 26 inches wide and has rubber 
Dept. AL&BPM, Portland 10, Ore. tired, ballbearing wheels. It will 





1896 -- 51 YEARS OF STABILITY -- 1947 


S2 BEE nae =< EESTEES 


armen 0 BOK Bee oe 


= a ae 
. SPECIAL ITEMS 
for Immediate Shipment 


5 Cars 4/4 x RW&L No. 2 
Com. Gum 

2 Cars 4/4 x RW&L No. 1 
& Btr. Sap & Tupelo 
Gum 


1 Car 4/4 x RW4&L No. 1 & 
Btr. Oak 


5 Cars 4/4 x RW&L No. 2 
& Btr. Hickory 

2 god :* RL No. 3 Just developed is an aluminum 

Le g- s trestle ladded for use in painting, 

1 Car 1x3” & 4” RL No.3 ™ ne cleaning, interior decorating, serv- 

PE. Pine Firg. er icing, ete. Constructed of strong, 


2 Cars 2x12” RL No. 2 & 
Btr. Pine S4S 


* * * 


‘| 
e 
ar 
Ho 





lated with a synthetic plastic base, 
it is water white; is said not to 
turn yellow and to provide a satiny, 
non-slip finish of great beauty. It 
is said to dry to “touch” in ten 
minutes, and may be walked upon 
in less than two hours. Spot coat- 
ing is possible. It is said to seal re 
the surface. Additional informa- 

— 





tion may be obtained by writing 
O’Brien corporation, Dept. AL& 
BPM, 101 N. Johnson street, South 
Bend 21, Ind. 


eas Gare ieee Sees i 


HOO GHte IEEE mnt 
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Aluminum Trestie Ladder 


% 


Bee SS Be 








Try us on the above—and let us 
demonstrate the value of our service 
to you on these and other items. 














| Mixed "ars § oe | Member SPIE nN: lightweight aluminum = aly 
ed Cars a Spee - Member SPIB and NHLA throughout, the ladder may ve 
: ss used with others to support staves =. 
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INOW AVAILABLE 
TOUGH ASH |MAHOGANY 





LUMBER and VENEERS 
ROSEWOOD LOGS 


CYPRESS... 
Sou hen Hardwoods. “s 


DIXIE | DIXIE 


MBER. COMPANY INC. ||| LUMBER COMPANY INC. 
Conway, S. Carolina 8201 Fig St. New Orleans,La. 














HUTHER BROS. SAW MFG. CO 


/ 











PATENT INSERTED TOOTH GROOVER FIRTHITE TIPPED SAW FIRTHITE TIPPED SAW 
Firthite Tipped Inserts Inserted Type, for Wood Solid Type, for Wood 


LONG-LIVED SAWS FOR LONG-RUN ECONOMY 


Firthite Tipped Saws made by Huther Bros. Saw Mfg. — Teak, Fire-proof Lumber, Plywood, Linoleum, etc. 
Co. are made to stand hard service and are, there- | Huther Bros. have long taken special pride i in the’ 
fore, long-lived Saws insuring long-run economy to the — quality of their manufacture, and the service and 
user. These saws are used for cutting hard Masonite, _ satisfaction all Huther Bros. saws give the customer. 


Write for Huther Bros. Catalog No. 60 


HUTHER BROS. SAW MFG. CO., Rochester, New York 
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WHAT'S NEW? 


and platforms, or it may be dis- 
assembled to form two separate 
units. The adjustable center piece 
ladder may be entirely removed for 
use as a straight single wall lad- 
der, while the remaining part be- 
comes an “A” type ladder. It is 
available in extended lengths of 10, 
14, 18 feet. It can also be manu- 
factured to specification. For more 
complete information write Alumi- 
num Ladder company, Dept. AL& 
BPM, 200 Carbis street, Worthing- 
ton, Pa. 


Fire Extinguisher Circular 

A new circular has just been re- 
leased illustrating and describing 
the cartridge-operated 2% galion 
Pyrene water type and Pyrene 
anti-freeze fire extinguishers. 
These cartridge-operated  extin- 
guishers are said to be easily main- 
tained by simple examination and 
by weighing the gas cartridge. For 
a copy of the circular write Pyrene 
Manufacturing company, Dept. 
AL&BPM, 560 Belmont avenue, 
Newark 8, New Jersey. 





Tree Planting Machine 
This machine, known as_ the 
Lowther Tree Planter, was de- 


signed to meet the need for re- 
It con- 
rectangular 


forestation of vast areas. 
sists of a narrow 





frame about six feet long, the front 
end of which is mounted on sturdy 
wheels equipped with heavy duty 
tires, and the rear end on two 16 
inch pneumatic-tired wheels which 
serve as packing wheels. A seat 
for the operator is mounted above 
and behind the packing wheels. 
Suspended within the frame is a 
trenching and planting unit, which 
may be raised and lowered by a 
pump within easy reach of the op- 
erator. The planter can be han- 
dled by a tractor of 30 h.p. or 





more. For more complete infor- 
mation write the Harry A. Lovw- 
ther company, Dept. AL& BPM, 1 11 
West Jackson boulevard, Chicavo 
4, Ill. 


Packaged Stone Entrance 

A new idea in the homebuilding 
field is the Ristokrat packaged 
stone entrance. The entrances are 
available in a choice of 12 smart 
entrance patterns. A typical stone 
entrance package consists of some 
35 units of stone, each piece pre- 


cisely cut and numbered at tne 
quarry, for laying by the home- 
builder into a_ specific entrance 


pattern. The units are compacily 
erated and shipped to the home 
site along with a blueprint show- 
ing correct position for each of 
the stones. For more complete in- 


formation write Conco Building 
Products Inc., Dept. AL&BPM, 
Mendota, III. 
Dry Kiln Bulletin 

Feature of a new _ illustrated 


Moore Dry Kiln company bulletin 
is an article on Recent Develop- 
ments in Seasoning Forest Prod- 
ucts and in Dry Kiln Equipment. 
The bulletin features many of the 
latest devices for improving the 
seasoning of lumber and _ placing 














Quality Lumber 





for 51 Years | 


WHITE RIVER LUMBER Co., Enumclaw, Wash. 


Since 1896 White River has 
been operating on the same 
site at Enumclaw — producing 
dependable quality lumber 
year after year. 


But today’s modern White River 
plant is in striking contrast to 
the original White River mill of 
51 years ago. 


In 1896 White River produced 
40 M’ of rough lumber in 10 
hours. Today White River pro- 
duces 350 M’ of diversified 
products in 8 hours. 


And with its forest lands estab- 
lished as a tree farm, Whit 
River expects to operate in- 
definitely at about its presen! 
level on a sustained yield basis. 


.... Since 1896.... 
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It's CLEAN Treated Wood 



























home Decay-resistant''Wolmanized*" lumber offers 
show- all of wood’s natural advantages—it's light, 
eh of easy to erect, odorless, clean and paintable. 
te in- This service-proved brand of treated wood 


has over 20 years of rot resistance behind 


“0 “| it. American Lumber & Treating Company, 
in 1646 McCormick Building, Chicago 4, Illinois. 
*Registered trademark U.S. Pat Off. 


trated £ 


ue Have the stamina and strength to stand 
Prod- hard service under trying conditions. Experi- 
ymeunt. aie enced sawyers say there’s nothing to equal a 
of the Frick mill, when it comes to getting out ac- 


y the . 
= curately cut lumber on a big scale. 


oe TREATED LUMBER 
— Now operating with more powerful engines 


mn ae a and faster schedules than ever before, Frick 
| V. E. “Johnny” Johnson H. G. “Harry” Dowson | sawmills are meeting the challenge of heavier 
work with built-in ruggedness. The design 


Rogue Lumber Sales Co. and construction of these better mills is based 


° erience dating back 94 years. 
P. O. Box 707, Medford, Ore. oe g back 94 years 

















has | | Phone: Central Point, Ore. 1091 Get your copy on Catalog 75-D now. 

ime | 

sing 8 Frick Branches in Canandiagua, N. Y.; Williamsport, Pitts- 
z burg, Harrisburg, and Easton, Penna.; Columbus, Ohio; Rich- 
,er Specializing in the distribution of mond, Va.; Nashville. and Knoxville, Tenn.; Charleston. 


W. Va.: Goldsboro, and Salisbury, N. Car.: Columbia. S. C.: 


—_ | All West Coast Woods Montgomery, Ala.; and Atlanta, Ga. 








t to 
ll of 
In addition to doing a general wholesale business. 
iced our company operates a concentration yard at Cen- 
10 tral Point, Ore., to which we bring in only the best 
om rough stock from small and medium-sized mills. 
pro- Here we have storage facilities for over 5,000,009 
ified feet—and in line with consumer demand for dry 
lumber, we're utilizing our air-drying facilities as 
tak | fully as possible in order to service our customers. edie 
hit We invite your inquiries. Belt Feed 
i } Used on 
nat | e Frick Mills 
sen! | 
: Exclusive sales agents for 
asis. 
L & H Lumber Co. 
’ . —_ ° ' 
Specializing in 2x4-8" Studs 














vita | and 
| Jackson Creek Lumber Co. 
| Standard Yard Items 














‘eputable Sales Representatives throughout the Nation. 
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kiln operation on a more closely 
controlled and automatic basis. 
Those wishing a copy of the bulle- 
tin should write Moore Dry Kiln 
company, Dept. AL&BPM, P. O. 
30x 4248, Jacksonville 1, Fla. 


Flexible Kitchen Display 


A flexible kitchen display back- 
ground is announced by Mullins 


tenet eee 
. 2 CK ~ oct 


7 fe 
ead 


Esato 





Manufacturing corporation for 
Youngstown Kitchen dealers. It 
is a precision engineered back- 


ground, consisting of walls, header 





and soffit, and decorative end col- 
umns. It is said it may be in- 
stalled, changed in size, moved or 
dismantled without the use of tools. 
It is rigid and needs no bracing. 
It may be set up as a one-wall dis- 
play, an L-shaped, or made into a 
U-shaped by the addition of three 
panels. A window is also avail- 
able. Six copy panels are provided 
to show prices, advertisements, 
photos or other material. For in- 
formation about the display and 
about Youngstown kitchens, write 
Mullins Manufacturing corporation, 
Dept. AL&BPM, Warren, Ohio. 


Aluminum Anti-Rust Paint 

Announcement has just been 
made that Rustrem anti-rust paint 
is now available in aluminum as 
well as in black. It is said it can 
be applied right over rust without 
brushing or scraping, and is said 
to immediately penetrate the rust 
layer, render it inactive and seal 
the surface against further rusting. 
It is recommended for use under 
water, in salt water, or in locations 
where dampness and moisture are 
ever present. It can be painted 
over with any high quality paint 
or enamel. For further informa- 
tion write Speco Inc., Dept. AL& 
BPM, Cleveland, Ohio. 











ENGLISH TYPE--RAIL AND HURDL 


Rail Fence has Chestnut Rails with 
Locust or Chestnut Posts 


WOOD PRODUCTS COMPANY -- TOLEDO 12, OHIO 


LARGE 
STOCK 


PROMPT 
SHIP- 
MENTS 
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ners WRITE 
FOR 
E FENCE carTaLoc 











Qs. eis 
HARDWoa 
SOFT Woops 


CAYUTA BRAND 
HARDWOOD 
FLOORING 


WALNUT 


Hickor 
1 car 8/ 
2 cars 4/4 No. 2 Com. 


we are now able to offer the following stock 


Y Lp, 
iy : 


“ig 
which is thoroughly dry: Uf 


2 cars 6/4 No. 2 Com. & Btr. Appalachian 
Red Oak ; 
2 cars 8/4 No. 2 Com. & Btr. Appalachian 


f s.w. & Btr. i White Oak 


yy 


Btr. Beech 


> ears 8/A No. 2 Com. Povler 





VME 


Wy 
ELLOB ELL SAGE 





September 13, 1947, AMERICAN LUMBERMAN & 


Flameproof Cotton Insulation 

A new type Cellulite, flameprow! 
cotton building insulation has been 
developed to meet the demand fvr 
completely enclosed, envelope-tyj\e 





insulation. It has a vapor seal on 
one side and a tough paper cover- 
ing on the other side. It is made 
in the same standard widths as 
regular Type II Cellulite, which has 
the vapor seal only, and which will 
continue to be available. For fur- 
ther information about these two 
products write Gilman Brothers 
company, Dept. AL&BPM, Gilman, 
Conn. 


Combination Electric Fencer 
With a new combination electric 
fencer, the advantages of high-line 


























current are enjoyed and at the 
same time, battery operation may 
be had with the same controller. 
The fencer delivers intermitient 
stinging shocks harmless to man 
or beast. Timed like a pulse-!eat 
this on-off action is controlled by 
a new wheel type contact, the only 
moving part. Working parts are 
sealed against the elements ind 
tampering. For battery opera’ ion 
any 6-volt hot shot battery or + or- 
age battery may be used. [or 
more complete information write 
Red Devil Tools, Dept. AL&B!’M, 
Irvington 11, N. J. 


Picnic, Yard Firepiaces 
Picni-Kook is a complete, assem- 
bled unit ready for use with only 
the addition of one length of 
standard flue liner for the chim- 
E£ 












































FROM OUR OWN FORESTS AND MILLS 


Carload Quantities 


PONDEROSA PINE, SUGAR PINE, 
DOUGLAS AND WHITE FIR 


YARD STOCK 


Our recently increased timber holdings and added manufacturing facilities 
assure you continued, dependable supplies of Smith-Quality lumber and 
special lumber products. Send us your inquiries for anything made of 
Western Lumber. We manufacture and specialize in 


roof 
been 


ty e 


Ve 


Furniture Dimension Venetian Blind Slats, Rails and 
Glued-Up Stock Fascia 
Carpenters’ and Special Mouldings Ladder Stock 


Industrial Shook Ready-to-Assemble Furniture Parts 
ul on 


yver- 
nade 

S as Va 

1 has = = 
| will 
ase Address all Correspondence to our Kansas City Offices. 


hers RALPH L. SMITH LUMBER CO. 


man, 
1635 Dierks Bldg. Kansas City 6, Mo. Victor 4143 


Member of Western Pine Assn., National Wooden Box Assn., National-American Wholesale Lumber Assn. 


We can also supply yard stock in any West Coast Wood. 
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i West Coast Office: 910 Porter Building, Portland 4, Oregon 
1-11ne 














COST PRODUCTION 


OF HIGH QUALITY LUMBER 
Wilh The WHELAND 


No. 36 PORTABLE 














@ Reduced Friction Loads 
@® Quick Acting Dogs 


@ Roller Bearing 


Saw Mandrel 
@ Alemite Lubrication 





TRACE 


@ Simplified Set Works 





» 
AND 

‘ @ Roller Bearing 
— Wnute FOR BULLETIN PM-2 Carriage Trucks 


Sea «THE WHELAND COMPANY CAcdéincora, Tennessee 
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SPEED-UP YOUR 
FIGURING JOBS 


WITH 
— Orpicinat: DHNER 


HANDY CALCULATOR 





















































®@ Figure Invoices Faster 

@ Estimate Quicker 

® Calculate Footage in Jiffy 

@ Determine Mark-up Instantly 
@ Find Gross Profit Easier 

@ Ascertain Discounts at Once 


Add, subtract, multiply and divide quick- 
ly, accurately, without effort. 


Lowest cost calculator on market. Simple, 
easy to operate. Portable. Saves money, 
time, effort. Eliminates errors. 


Immediate Delivery 


Order a machine on trial. Increase your 
staff efficiency. You'll want one on every 
desk, in every department. 


IVAN SORVALL 


210 Fifth Ave., New York 10, N. Y. 
Ask for Bulletin PP-93 



































FIRST COST 
IS LAST COST 


With 


These Mechanically 
Perfect Balances 


Rochester Sash Balances 
reduce window costs by 
eliminating costly weight 
boxes, pulleys, weights, cords, or 
other counter-balancing methods. 


Not only is material saved, but 
labor costs are reduced to a 
minimum because Rochester Bal- 
ances can be installed in a frac- 
tion of the time usually required. 


Up-keep vanishes! Ne cords or 
pulleys to wear out! No steel 
tapes to twist or kink! Nothing 
to interfere with painting. 

For the best all around “buy”, 
specify ROCHESTER SASH BAL- 
ANCES. See your jobber or write 
for complete details. 


Our 53rd Year of Quality 
Production 


MILWAUKEE STAMPING COMPANY 
806 S. 72nd STREET, MILWAUKEE 14, WIS. 








WHAT'S NEW? 


ney. It has sectional grill grates, 
three level fire grate, bottom plate, 
door, and is designed for perma- 
nent installation by being enclosed 
by brick or masonry. Other modeis 
are portable and can be knocked 
down, and the Hunter’s model can 
be used for heating cabins and 
tents, as well as for cooking. Other 
equipment includes a small grili 
and a barbecue spit. For further 
information write Pentwater Ma- 
chinery company, Dept. AL&BPM, 
Pentwater, Mich. 


Red Cedar Shingle Awnings 


The top, body and walls of these 
awnings are made of K. D. corru- 
gated red cedar shingles; the 
frame of K. D. clear fir or hem- 





lock, and they come in natural 
wood color, green, brown or white. 
The awnings are of an over-hang 


construction which admits light 
and air, but keeps out heat and 
glare. They are prefabricated in 
sections which permit assembling 
and installation in 15 minutes. 
They are packed in individual car- 
tons. There is said to be a stock 
size to fit every type of window. 
The awnings may be knocked down 
and stored in winter. For further 
information write Shade O’Shingle 
Awning company, Dept. AL&BPM, 
2709 Clinton drive, Houston 10, 
Tex. 


Tilting Window Vent 

An in-tilting vent at the sill that 
protects against drafts, rain or 
snow is the special feature of a 
new steel bedroom window just be- 
ing introduced. When opened, the 
vent sends air currents upward to- 
ward the ceiling, and protects the 
room’s interior. The vent, opened, 
by finger-tip control, is said to stay 
open automatically in any desired 
position. Because it opens inward, 
the vent adds to safety for chii- 
dren, helping to prevent leaning 
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out the window. Like other Fenes- 
tra windows, it is made of steel; 
“am-action lock draws vent tightly 
shut. For more complete informa- 
tion write Detroit Steel Products 
company, Dept. AL&BPM, 2250 E. 
Grand boulevard, Detroit 11, Mich. 


Adz Attachment 


A sharp tool steel cutting plate 
now may be fixed securely to any 
standard make hammer to do ex- 
tra duty as a carpenter’s adz. The 
tool may also be used as a hatchet. 
The device consists of a_ singie 
slightly curved knife blade made of 





! 


tempered steel. When fitted onto 
a hammer, a wide center punched 
indentation engages the hammer 
head, and a steel stirrup with set 
screw locks the blade tightly in 
place. Punched projections at the 
butt end of the blade engage the 
hammer sides to prevent wo! bie 
during use. It measures ur 
inches long by two inches wie. 
For more complete informa’ ion 
write A. D. McBurney, I »pt. 
AL&BPM, 939 W. 6th street, |.0S 
Angeles 14, Calif. 


Aluminum Residence Windows 
Ware laboratories announc 4 
line of aluminum residence  :ise- 
ment and awning type winds, 
known as Ware Aluminum \il- 
dows. Both casement and aw: ing 


type are of aluminum alloy with 
the vent section heavier than the 
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usual construction. All joints are 
electrically flash welded and hard- 
ware is of aluminum throughout, 
with stainless steel pins for the 
hinges. Roto controls for both 
types permit operation from the 
inside. Windows are prepared for 
aluminum screens and storm win- 
dows which can also be supplied. 
For more information write Ware 
Laboratories Inc., Dept. AL&BPM, 
21 West street, New York, N. Y. 


New Times Saver Products 
Three new Times Saver products 
are being announced. They are 
Time Saver paint remover, for re- 
moving paint, enamel, shellac, var- 
nish, lacquer, wax or automobile 
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finishes; Time Saver paint thinner 
for reducing all paints and which 
is recommended for cleaning Neo- 
brushes; Time Saver rust 
solvent-penetrating oil, which is 
said to be deep penetrating, non- 
inflammable, non-gumming for 
freeing rust frozen nuts, bolts, 
screws, etc. Dealers may secure 
further information and samples 
by writing Time Saver division, 
Celco corporation, Dept. AL&BPM, 
110 E. 42nd street, New York 17, 
N. ¥, 


ceta 


Wood-Tite Glue 


Just announced is the develop- 
ment of a new adhesive for gluing 
all types of wood. It is a liquid, 
cold glue and is said to require no 
additional mixing or use of heat. 
Wood-Tite glue is a new synthetic 
development which is said to give 
« water-resistant bond as strong as 
the wood itself. The product may 
be brushed, roll-coated, diluted with 
water and sprayed, or applied by 
any mechanical applicator. For fur- 
ther information write Midland 
Glue Products company, Dept. 
AL&BPM, 1478 Madison avenue, 
Detroit 7, Mich. 
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“Plywood Cente 





sales in other items. 


hardware, ; 
Sloan Stores 





,o00 ANN 
$200N PLYWOOD ALONE 


r” plan yields lum- 


ber dealer big returns in ply 
sales. His advertising, 
and _ sales methods a 


store displays 


of lumber, 
Sellers as well as plywood, 


“plywood center” is 


mem 3 
hapa at 2239 S. Al ER: 
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just a smi 
5 bu 
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started three years 
wood 





THIS Ee aT yackPot: 


Here’s How: He stocks a selection of all these plywoods: Birch @ Maple e 


Yellow Pine @ Poplar @ Gum @ Mahogany @ Walnut @ Oak. . 


. which 


Aetna has available. He features “Plywood Center” in his store where cus- 
tomers can select the right plywood for the job. Result: More satisfied cus- 


tomers and larger profits. 


GET THE FULL STORY ABOUT... 


“A Plywood Center For Your City.” Write today. 





PLYWOOD AND VENEER COMPANY 
1732 ELSTON AVENUE, CHICAGO 22, ILLINOIS 
Phone Armitage 7100 


Teletype CG 305 








DURABILT FARM GATES 








= Sha 


@ All steel. No wood to 
rot, splinter or warp. 


e@ 50% stronger, yet light 
in weight. 


@ Double braced frame 
withstands heavy side 
thrust of livestock. 


@ Guaranteed not to sag. 


@ Heavy gauge woven 
wire — hog tight. 


@ Two adjustable coil 
springs lift the gate. 
Dependable, foolproof. 


@ Complete with latching 
bolt, stop plate, hinges 
and prop rod. 


@12, 14, and 16-foot 
widths, 4 feet high. 


WRITE for folder and low 


dealer prices. 








604 Arnold Ave. s 





Raises automatically — lifts above snow, mud, etc. 
No tug and pull over uneven ground. 


Even in the heaviest snow, there's no need to clear a 
path for the DURABILT gate. Sand, mud or uneven 
ground won't stop it either. Easier to open in a heavy 
wind. The gate is saved from unnecessary twisting and 
shoving at all times. Outstanding in every detail. 


DURABILT MFG. CO. 


Aurora, Ill. 
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THE MEADOW RIVER 
LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 


Rainelle, W. Va. 














LINDSEY 
Self -Loading 
Skidders 


are used with either team 
or tractor. On short hauls, 
snaking, and bunching 
logs, they are unexcelled. 


Pat di Te) 
Mpa toon 


fa Position 
ta Zoag+ 


Lindsey Wagon Co. 


Sole Manufacturers 
Laurel, Miss. 

















HOUSTON 


Grateless, Air Cooled 


REFUSE 
INCINERATOR 


Engineering Service & 
Estimates Furnished 
Without Charge 


HOUSTON BLOW PIPE & 
SHEET METAL WORKS 


HOUSTON 1, TEXAS 








Every Yard Should een 
American Car Door Roller 


| Best and cheapest 


| helper for loading and 
| unloading lumber. 


| 
| 
| 








| Often pays for itself in one lumber shipment. Adjustable 
to fit openings 5 to 6 ft. wide: double extension roller for 
door 5 to 8 ft. wide. 


Can be furnished with wood or steel beam. “American” 
Logging Tools and Appliances best on the market. 


Write for catalog and information. 


AMERICAN LOGGING TOOL CO. 
Evart, Mich. 























DIAMOND <=> HARD 
Maple, Birch, Beech FLOORING 


KNOWN FOR QUALITY 
from 
AMAINE to CALIFORNIA, 














Tw WEL 


LUMBER CO. 


MENOMINEE, 
MICHIGAN 








a 335% 


AMERICAN BOWSTRING WOOD TRUSSES 
for Warehouses « Stores « Factories Garages 
FREE—SEND FOR NEW CATALOG TODAY! 








1922-1947 


AMERICAN ROOF TRUSS CO. 


Phone PLAza 1772 Phone ADams 1-4379 
6846 STONY ISLAND AVE. 242 W. SANTA BARBARA AVE. 
CHICAGO, 49 LOS ANGELES, 37 


25th Anniversary 


112 







STEWART Iron and Wire Products 
are profitable to handle! :' 


Lumber dealers everywhere are finding it well 
worth their while to tie in with Stewart as their | 
source of supply for iron and wire building 

products. Stewart manufactures Chain Link 
Wire and Iron Picket Fences for all types of 
property; also such items as Wire Window = 




















Guards; Stairway and Balcony Railings; —i— 
Grilles; Iron Clothes Poles, and many others. eeceeeeter 
Write for Catalog No. 83 and get your share Uy ea 
of the profits that other dealers are now enjoy- Wir] 
ing through the sale of Stewart products. Ss rem rr] 
\_ gare phi 
THE STEWART 


IRON 
S WIRE 
FENCES 


IRON WORKS CO., Inc. 
1451 Stewart Block 
CINCINNATI 1, OHIO 














Independence Lumber 
& Manufacturing Co. 


Independence, Oregon 


Telephone 44 Teletype 370 


Manufacturers 


DOUGLAS FIR 


Boards, Dimension, Plank, Timbers, Lath 


Your inquiries will have our prompt attention. 
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Lumber Survey Committee Reports 
Gains for Second Quarter 

Continued rising production, gradual stabilization of 
prices and a sustained demand were reported by the 
Lumber Survey Committee of the U. 8. Department 
of Commerce. Richard A. Colgan, executive vice presi- 
dent of the National Lumber Manufacturers Associa- 
tion, is chairman of the committee. 

Lumber production in the second quarter was 8,491,- 
000,000 board feet or 18 percent above the first quar- 
ter and 6.1 percent ahead of the second quarter of 
1946. 

Lumber consumption for the second quarter was 
8,076,000,000 board feet or 126.9 percent of the preced- 
ing quarter. Estimates for third quarter consumption 
were put at 8,810,000,000 feet. Consumption for the 
second quarter was approximately 4.9 percent below 
production. 

Lumber stocks in the hands of retailers dropped 6 
percent at the end of June as compared with May fig- 
ures, although stocks at the end of June were 1,082,- 
000,000 board feet higher than those on Dec. 31, 1946 
and 2,209,000,000 board feet above stocks at the end 
of June, 1946. 


Current Statistics on 
Output and Distribution 


Lumber shipments of 405 mills reporting to the 
National Lumber Trade Barometer were 12.5 percent 
below production for the week ending Aug. 23, 1947. 
In the same week new orders of these mills were 3 per- 
cent below production. Unfilled order files of the 
reporting mills amounted to 66 percent of stocks. 
For reporting softwood mills, unfilled orders are 
equivalent to 32 days’ production at the current rate 
and gross stocks are equivalent to 46 days’ production. 

For the year-to-date, shipments of reporting iden- 
tical mills were 2.1 percent above production; orders 
were 5.4 percent above production. 

Compared to the average corresponding week of 
1935-1939, production of reporting mills was 14.6 per- 
cent above; shipments were 5.2 percent above; orders 
were 18.7 percent above. Compared to the correspond- 
ing week in 1946, production of reporting mills was 
1.4 percent above; shipments were 4.4 percent below; 
new orders were 1.6 percent above. 


Southern Pine 


Production of Southern Pine by the 97 mills report- 
ing to the Southern Pine Association for the week 
ending Aug. 30, 1947 totaled 16,429,000 feet. This 
was 11.48 percent above the three-year average for 
the same mills. Shipments for the week ending Aug. 
80 totaled 18,388,000 feet. This was 11.92 percent 
above production for the week. Orders for the week 
totaled 15,972,000 feet or 2.78 percent below produc- 
tion for the week. 


Western Pine 
The cut by the 108 mills reporting to the Western 
Pine Association for the week ending Aug. 238, 1947 
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/, PRECISION 
* CUTTING, 





Using a Comet is one way of assuring extra 
dividends on a job. Easy to understand. Comet 
superiority in speed and accuracy offers extra 
margins. Comet versatility and durability 
contribute further advantages. So easy to 
maneuver; push button operation, controlling 
tremendous power. It all makes one answer: 
Own Comets, the saws that give “more cuts 
per dollar.” Order from your dealer or write 
direct. 





CONSOLIDATED MACHINERY & SUPPLY CO., LTD. 
2029-33 Santa Fe Avenue, Los Angeles 21, California 
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Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 
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SELF MERCHANDISING aoe 


VOLUME TURNOVER ... 


QUICK PROFIT... 


That's the story of the 


@ Bi CHROMTRIM 
0 fo T - -L- 
~ METAL MOULDINGS 


\ SS MERCHANDISER 


oon compact metal moulding floor display occupies less 
than 22 square feet of your floor space. Yet it has 
proven itself a powerful self seller. Display contains 8 
tubes of consumer tested metal trim, 120’ of each shape 
to the tube, conveniently cut to six foot lengths and 
ready wrapped. Full color counter display card and 
100 six page consumer folders explain how simple it 
is to cut, bend and install CHROMTRIM metal mouldings. 
Order a CHROMTRIM MERCHANDISER today and prove 
to yourself what this nationally advertised profit builder 
can do for you. 


SEND TODAY FOR COMPLETE INFORMATION ON 
**TRIM-IT-YOURSELF"’ 
Sold only through a nation wide distributor organization. 


R. D. WERNER CO., Inc. 


295 Fifth Ave. e@ New York 16, N. Y. 
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LUMBER MARKET 






























totaled 71,229,000 feet. The same week a year ayu 
the cut was 84,512,000 feet. Shipments during the 
week totaled 60,321,000 feet; orders totaled 65,305,000. 
Shipments were 15.3 percent below production and or- 
ders were 8.3 percent below production. Unfilled or- 
ders on hand at the end of the week totaled 213,824,- 
000 feet compared with 223,479,000 for the same 
period last year. Gross stocks stood at 716,981,000 
feet compared with 687,107,000 for the corresponding 
period in 1946. 


Northern Pine 

Production of Northern Pine by the five mills re- 
porting to the Northern Pine Manufacturers Associa- 
tion for the week ending Aug. 23, 1947 totaled 2,120,- 
000 feet. The same week a year ago production 
reached 1,505,000 feet. Shipments during the current 
week totaled 1,320,000 feet compared with 435,000 
feet a year ago. Unfilled orders on hand stood at 
3,835,000 feet and gross stocks amounted to 25,850,000 
feet. 


In the Market Centers 

TACOMA—A two-week-old strike involving four Ta- 
coma door manufacturing plants and approximately 
1,000 workers has been confined to plants engaged in 
piece work thus far. There is no indication that the 
tie-up will spread. Most buying is still for immediate 
delivery. High building costs continue to keep residen- 
tial construction far below demand. Most buying is for 
immediate delivery. 

SEATTLE—Many buyers who stayed out of the 
market expecting lower prices and a better supply of 
dry lumber are now trying hard to buy with the result 
that upper prices have gone up $10 and more and 
dimension is bringing $65. Car shortage thus far 
has not hit Washington shippers but it is serious in 
Oregon. Drop siding has been offered at $150 and 
1x4 vertical flooring at $160. Demand strong for both 
uppers and common. Any tendency to hold prices 
down seems to have disappeared. Most mills have full 
order files. 

KANSAS CITY—Some resistance to the upward 
price spiral was noted. Yellow Pine which dropped 
nearly $20 a thousand feet from January highs to the 
lows of early June has recovered nearly all of the 
decline. Mills say that yellow pine is hard to locate, 
that retailer’s stocks are lowest in nine months. The 
monthly report of the Federal Reserve Bank of Kansas 
City stated that inventories of 142 line yards in its 
seven-state area declined 7 percent from June to July 
but were 171 percent larger than a year ago. Retail 
yard sales from June to July rose 17 percent. 

BALTIMORE—Prices continue to stiffen. Gen- 
erally, values are up $10 per thousand in all classes 
within the past month. Dealers are not overloaded 
and are watching the market closely. Supplies of hard- 
wood and cypress are scarce and prices, dealers say. 
are much too high for a satisfactory lumber market. 
Industrial demand is high. 

MINNEAPOLIS—Prices have strengthened due to 
unexpectedly large demand. With a certainty of rent 
increases, many tenants are shopping for new homes, 
giving the real estate market a shot in the arm. Con- 
tractors, who slowed up home building projects as a 
reduction in building material prices seemed immi- 
nent, are now rushing houses to completion. 
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PresTile ‘‘Salesmen’’! 


| To MILLIONS of homes all over America 

| — 11,674,703, to be exact — PresTile brings its 

| message of beautiful, practical walls, quickly and 
inexpensively set up. 


PresTile advertising appears in Better Homes & 
Gardens, American Home, House & Garden and 
Small Homes Guide. All of it is designed to make 
prospective home builders and remodelers familiar 
with PresTile advantages. i 


This means ready acceptance when you specify 
this tileboard of recognized: quality! / - 


To our Dealers: Much as we'd like to hurry up produc- 
tion of PresTile to meet the overwhelming demand, 
we will not skimp on quality and care needed to 
Produce a better tileboard. However little you may 
receive, be assured jt's the best that can be made. 





Prestile Manufacturing Company 
2860 Lincoln Avenue 2 


Chicago 13, Illinois | 











If You 


INSULATE 


You Must 


VENTILATE 


To Avoid Condensation 


WHEN YOU 
VENTILATE 
INSTALL 





AND YOU 
INSTALL 


THE BEST 
i 





Your customers will be better satisfied if you install 
Arrow-Line, and you can sell at least two on every job! 
Materials are rustproof, acid resisting and corrosion 
proof. Face frame is Masonite Presdwood, no seams, 
spotwelds, rivets or screws. Well screened, dipped and 
sprayed, neutral gray finish. Arrow-Line gives unob- 
structed air travel, and their construction allows for 
expansion. 





Standard 
Arrow-Line 
Louvers 


are good for the life of any 
standard building. Can be in- 
stalled from the inside. Made 
in 11 sizes. 








Special 
Arrow-Line 
Louvers 






These Louvers are especially 
designed for new construction. 
They make a neat job —no ex- 
posed nails—and are easy to 
install. Just remove louver, nail 
frame to sheathing, replace lou- 
ver and the job is done! 


Get them from your Dealer or Jobber 


If You Have a Special Louver Problem, 
Write Us Because 


LOUVERS ARE OUR BUSINESS 
A. D. HEMPHILL CO. 


114 FRANKLIN STREET LAKE CITY, MINNESOTA 
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Nathaniel Dyke Jr. Named to 
Federal Home Loan Bank Board 

Nathaniel Dyke Jr., partner in 
Dyke Brothers, Little Rock, Ark., 
manufacturers of building mate- 
rials, has been appointed by Presi- 
dent Truman to the three-member 
Federal Home Loan Bank board. 

During the war Mr. Dyke served 
as lumber consultant for the War 
Production board, as assistant to 
the chairman of the Smaller War 
Plants corporation and director of 
the Office of War Mobilization and 
Reconversion. 


Two-Week Kiln Drying Course 
Scheduled This Fall in Texas 


A two weeks’ course in the kiln 
drying of lumber, to be held in 
Lufkin, Tex., Oct. 13 to 24, is be- 
ing planned by the Texas Forest 
service and the U. S. Forest Serv- 
ice’s Forest Products laboratory, 
Madison, Wis. 

Instruction will be given by ex- 


Wide NIZWS 


perts from the laboratory, where 
wood seasoning problems have been 
under study for many years. The 
course will cover the basic prin- 
ciples of kiln drying, types of dry 
kilns, kiln equipment, testing of 
kilns and analysis of problems 
arising in kiln operation. 

Firms in Texas may secure ap- 
plication blanks and information 
from E. D. Marshall, Texas Forest 
Service, Lufkin, Tex. Those in 
other states should write to the 
Forest Utilization Service, South- 
ern Forest Experiment Station, 
Room 1008, Federal Office build- 
ing, New Orleans 12, La. 


Robert A. Flemming, Logging 
Superintendent, Medford, Dies 


Robert A. Flemming, 62, super- 
intendent of logging operations for 
the Medford corporation, Medford, 
Ore., for 17 years, died Aug. 15. 

About 1920 Mr. Flemming moved 
from Washington to Oregon and 


since that time had been working 
continuously for the company now 
known as the Medford corporation. 


Norm Mason Gets Hole in One! 

Playing at the Tyngsboro Coun- 
try club, at the annual outing of 
the Lafayette club of Lowell on 
August 13, Norman P. Mason, 
president, National Retail Lumber 
Dealers association, sank his tee 
shot on the 141 yard, ninth hole be- 
fore an audience of over 25 people. 

Mr. Mason has been playing golf 
for over 25 years and has had some 
close ones, but this is his first Hole- 
in-One. 


W. H. Fitch, President of 
Richards-Wilcox, Aurora, Dies 
William H. Fitch, 78, president 
and general manager of the Rich- 
ards-Wilcox Manufacturing com- 
pany, Aurora, Ill., died Aug. 22. 
Mr. Fitch began work for the 


Wileox Manufacturing company, 
Aurora, in 1892. In 1903 he began 
business for himself with the 


Richards Manufacturing company, 
and in 1911, he absorbed the Wil- 
cox plant and business. The fol- 
lowing year a Canadian branch was 
opened. 

Mr. Fitch was a director of the 
Illinois Chamber of Commerce and 
had been chairman of the indus- 
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Nothing Equals Wood Windows 
Snug fitting (no sticking or rattling), no open joints, 
no blue stain, rot or termites. WOODLIFE water re- 
pellency assures better weathering — protects paint 
against peeling or cracking, protects putty. 











_The owner’s cost for WOODLIFE treatment is pen- 
nies per window yet it gives you a fine profit percentage 


— and unending good will. 


Protection Products Mfg. Co. 





Mirs. of CHEMICAL PRESERVATIVES Since 1921 
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Research Laboratory and Plant KALAMAZOO, MICH. 


————S 





STOP End Checking!!! 


No. 464-A Lumber sealing compound is a 
specially developed “end coating” that 
produces amazing results. 


Not a “lead and oil” paint but a new 
product designed to do a particular job. 


Can be applied with spray gun designed 
for heavy bodied materials or by brush. 
Color is black. 


Any mill, lumber dealer or manufacturer 
who stores lumber can effect very substan- 
tial savings. 


Reports have been received that use of the 
compound has resulted in savings amount- 
ing to thousands of dollars worth of lumber 
previously lost due to “end checking.” 


Wire or write today for 


The Akron Paint and Varnish Company. 








full particulars. 


AKRON 1, OHIO 
EST. 1878 

















September 13, 1947, AMERICAN LUMBERMAN @ 





Se 





AY > 2 


~~ WY 






‘king 
now 
tion. 


One! 
oun- 
g of 
1 on 
ason, 
mber 
» tee 
e be- 
Ople. 
golf 
some 
Hole- 


2S 
ident 
Rich- 
com- 
22. 
’ the 
pany, 
eran 
the 
pany, 
Wil- 
fol- 


1 was 


f the 
» and 
ndus- 













































pets eae ERAN OS oa 


ial 


Order now! 
GET PROMPT DELIVERY ON 


ANNU 


for Needed Farm Buildings 


BRIO es See 
































Rilco Barns are available 
with or without driveways 






@ Rilco construction offers values that are important to every 
builder of farm or commercial structures. The Rilco way of 
building is popular everywhere. Rilco framing makes easy 
sales. Right now you can get prompt delivery to fill all needs. 

Rilco Rafters are engineered and factory-built for barns, 
machine sheds, poultry houses and brooder houses. Help 
your customers plan their new farm buildings with post-free, 
brace-free sturdy Rilco construction. 

At today’s farm price level it takes fewer farm products 
to pay for needed farm buildings. 


























Laminated PRODUCTS, INC. 


1680 FIRST NATIONAL BANK BLDG., ST. PAUL 1, MINN. 
Eastern Division: WILKES-BARRE, PA. ° Western Division: SUTHERLIN, ORE. 














Steg 


DON’T CARRY IT— 


CONVEY IT 


Cut handling costs — 
increase safety—reduce 





manual handling with 
conveyors. Eliminate 
those costly time wast- 
ing steps between cars, 
piles and storage 
sheds. Let conveyors 
provide fast, low-cost 
and speedy handling 
of your products. 


Get complete informa- 
tion today — write for 
Bulletin No. AL-97. 


Standard Conveyor Company 
General Offices: 
North St. Paul 9, Minnesota 


L 
SALES OFFICE: 2020 Conway Bldg., CHICAGO 2, ILL. 


Selling the Preducts of J A. MA THIEU, Ltd, Rainy Leake, Ont 
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lumber; hardwood flooring, struc- 
tural yellow pine and hardwood 
timber. Harry F. Sullards is vice 
president and sales manager, spe- 
cializing in yellow pine. 


trial division of the Community 
Chest of Aurora and a director of 
the Fox River Valley Manufactur- 
ers’ association. 


Arkansas Lumber Company 
Expands Its Facilities 

Arkansas Lumber company, Lit- 
tle Rock, has recently expanded its 


Maurice Hooff, Production 
Manager of Hyster, Dies 


Maurice Hooff, 47, general pro- 
duction manager of the Hyster 
company, Portland, Ore., and one 
of the best known heavy machinery 
production men in the industry, 
died August 22. 

Mr. Hooff, born in Holland, had 
been connected with the Hyster oo 
company, since the beginning of 
the company’s operation. He has 
been in charge of production at 
— se. the three plants for the past sev- 
eral years. 





company which has been taking an 
active part in helping mills in its 
territory get adjusted to pre-war 


Weyerhaeuser Purchases Globe 
Lumber Company, Los Angeles 





standards for grade and dryness. Weyerhaeuser Sales company, 
The company introduced new im- St. Paul, Minn., has entered into 
provements and were among the a contract for the purchase of the 
first to insist that all purchases of plant and merchandise of the Globe 
M. B. Mcleod air dried lumber be anti-stain Lumber company Ltd., Los An- 
office space to supply the needs of treated and thoroughly dry. geles. A new corporation, known 
new and former customers. The firm wholesales yellow pine, as the Globe Lumber company, is 
M. B. McLeod is head of the West coast and Southern hardwood now being organized and the new 





oe | 
| URANIA 


Sitka Spruce Lumber 


and 


Box Shook 





Lumber Manufacturers and Tree Farmers 
























PIONEER IN 


Reforestation 


Since 1904—43 years—Urania has been 

practicing scientific reforestation of 

, its timberlands. Urania now has over 
110,000 acres operated as a tree farm. 
As trees mature they are harvested on 
a selective cutting basis. 

















Forward looking in forest policies, 
Urania is equally progressive in manu- 
facturing methods, maintaining highest 
quality standards throughout. 


Urania Lumber Co. 
Urania, Louisiana 


Members 
§.P.A. — §.P.1.B. — $.H.P.I. 










POLSON 
Lumber & Shingle Mills 


Division of 


Polson Logging Company 


Hoquiam, Washington 
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Quality Lumber 
for 59 Years 






, California Sugar Pine 
7 Ponderosa Pine 
E Western White Spruce \ 

















Te. {14 Purpose iumser 
Ve 6 these Points... 


THEN RECOMMEND 


TIDEWATER 


RED CYPRESS 


TERMITE RESISTANT (naturally 
resistant to termite destruction 
according to the U. S. Department 
of Agriculture.) 


DECAY RESISTANT (Nature has 
done for Tidewater Red Cypress 
what man has tried to do for 
other woods through artificial in- 
duction of preservatives.) 


STRUCTURALLY STRONG (General 
strength lies between light and 


heavy pines. Structural grades of 
known strength and stiffness are 
available.) 


NATURAL GRAIN (Natural grain 
and texture lends beautifully to 
interior panneling and finishing.) 


EFFECTIVE FINISHES (Takes all 
stains, paints or enamels. No de- 
parture from standard finishing 
procedure required.) 


ALWAYS AVAILABLE IN THE SIZE YOU REQUIRE 
FROM “small stuff’ to TIMBERS 


We also invite inquiries concerning fully fabri- 
cated or partially fabricated vats and tanks. 


~“+Oo=> Tidewater 


won Seo. 


RED CYPRESS SS. 


Can be furnished from St. Louis Stocks 


FLEISHEL LUMBER CO. 


OVER 


THE 


(DING PRopUcTS MERCHANDISER, September 13, 1947 


4237 DUNCAN AVE. * ST. LOUIS 10, MO. * NEwstead 2100 


54 YEARS OF 
LUMBER  BUYINC 














WAY AHEAD OF ANYTHING 
IN THE LOW-COST PLANER FIELD ! 


Built for the precision accuracy formerly obtainable 
only with the larger machines. A husky producer 
with wedge adjusted bed, and many patented features 
promoting convenient, time-saving operation and 
highest quality work. Big enough to meet all the 
requirements of retail! lumber companies and many 
wood-working establishments. Capacities: 24” x 8” to 
30” x 8’. Priced way below the larger planers. Every 
user is a booster. Write for Bulletin No. 54. 


MACHINE WORKS 
238 EIGHTH ST., HOLLAND, MICH. 


SERVICE 


NOW IN OUR 55TH YEAR, WE ARE 
GIVING BETTER THAN EVER SERVICE 


TO ALL CUSTOMERS. 











concern will be a wholly owned sub- 
sidiary of the Weyerhaeuser sales 


company, operating as an _ inde- 
pendent company. 

The new company will function 
as a wholesale distributing yard, 
for lumber and other forest prod- 
ucts. F. W. Click will be manager 
of the new Globe Lumber company. 
He formerly represented the Wey- 
erhaeuser Sales company in Los 
Angeles, but for the past two years 
has been sales manager for the 
western zone with headquarters in 
Tacoma. 


W. L. Burke, North Branch 
Lumber company, Pa., Dies 


William L. Burke, 62, sales rep- 
resentative for the North Branch 
Lumber company, Wilkes-Barre, 
Pa., died Aug. 25. 

Mr. Burke represented the com- 
pany in the Jersey and York terri- 
tory and had been in the lumber 
business for the past 35 years. 





NEW plant of Universal Zonolite Insulation company at Albany, N. Y., is shown here. 
of three new plants recently opened to supplement existing production facilities. 


factories are Dearborn, Mich., and Chicago. 
are located at 50 Church street, New York. 


Appointments and Promotions 
ROBERT S. HUNT has been named 
field representative for the Caro- 
lina Lumber and Building Supply 
association. Realizing the need for 
additional field service, the associa- 
tion chose Mr. Hunt who will visit 
dealers in the Carolinas and pro- 
vide an opportunity for the asso- 


It is one 
Other new 


New sales offices serving the northeastern territory 
The main office of the company is still at 135 S. 
La Salle, Chicago. 


ciation to be of greater service to 


the dealers. 





E. C. Atkins and company, In- 
dianapolis, saw manufacturers, an- 
nounce the appointment of A. L. 
MARTINSON as manager of 
and merchandising for the hard- 
ware division. For the past 10 


sales 











<P 


—- + 


IMMEDIATE DELIVERY? 


FAMOUS NATIONALLY ADVERTISED 


He 


oar 
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U0- SASH 


A Combination 
SCREEN & STORM SASH 
and a NON-STICK 
DOUBLE-HUNG WINDOW 
All In One Unit! 


=> The Ideal Window For New 
Construction...READY TO INSTALL 
F IN ANY HOME! A MONEY SAVER! 


@ READY BUILT... SIZES FOR ANY ROUGH OPENING. 

@ SCREEN AND STORM SASH OF GENUINE CALIFORNIA REDWOOD. 
@ NATIONALLY ADVERTISED! KNOWN FOR QUALITY! 

@ PERMANENT FIT OF WINDOW and SCREEN-STORM SASH. 

@ YEAR ‘ROUND SELLER! IDEAL INSULATION and VENTILATION. 


—— 
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Gives Siding Jobs Improved 
Protection and Appearance 





On every Asbestos Siding job, 
where appearance is essential, you 
can save valuable time, simplify 
fitting at corners and along win: 
dow and door frames, give added 
protection, by using individual 
zine corner strips . . . Made of 
oxidized zine . . . will not stain. 
Lengths suitable for any Asbestos 
Siding Shingle. For complete de 
tails write 


BUGHER MANUFACTURING CO. 
211 South Main Street, Kokomo, Ind. 

















Scribner’s Lumber & Log Book 


Indispensable for lumber merchants, sawmill men, ci“. 
190 pages, vest pocket size, giving tables on scantling 
and plank measure, round timber reduced to squire 
timber and round logs reduced to inch measure )y 
Doyle’s Rule, log tally calculations, and other valua!)le 
information. Over 2,500,000 copies sold, 


75c POSTPAID 


American Lumberman, Inc. 
139 N. Clark St. Chicago 2, Illinois 
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TRADE-MARKED AND GRADE - MARKED 
Quality Lumber 


Yellow Pine and Hardwoods 


Kiln dried and properly graded. Selectively 
cut from own forests. Manufactured in 








YELLOW PINE 


Boards, dimension flooring—plain and 
end matched; ceiling; siding: mould- 


Oak, beech, hickory and gum pre-fin- 
' ished flooring and other fabricated 


' 
| SOUTHERN HARDWCODS 
i 
































ings; trim: box shooks and craies. own modern mills. | wocd products. 
rt Icasaneuinetanomnns 
NOW IN OUR 681d YEAR : 5; Ss Ou WA's es ROLCLCTENTe ston 
OF LUMBER MANUFACTURING PERMANENT SOURCE OF Sl 
YELLOW PINE AND HARDWOODS CHAPMAN, ALABAMA 
1 | BALANCER-ACTION, WEATHERSTRIPPING BENEFITS IN 


FOR SALE 


1/2 and/or 2” No. 1-2-3-4 | 
Common | 


Clie -teéte 
WINDOW STAYS 


One operation to insure snug-fitting, 
free-sliding sash for all double-hung 
windows. Aijir-tite Window Stays ap- 
ply evenly distributed pressure onto 
both upper and lower sash towards 
the parting bead. Thus, weather in- 
filtration and slackness between sash 
and parting bead is eliminated and 
windows will remain at any desired 
height without cords, weights, pulleys 
or balancers. 





In- 


an- 


““ || Ponderosa Pine 
“ Rough, Dry 


Air-tite Stays simplify inventcry 
problems. They are the convenient, 
economical and logical way to 
finish new, old or completed window 
units. Write today for descriptive 


Attractive Prices -- Prompt Shipment 


job, 







ae . folders and prices. 
Wine 

J Car Lots -- Direct Mill Shipment The plunger of each 
le of Air-tite Stay expands 


taki and contracts against 18 
lbs. of spring action. This auto- 
matically adjusts to wood swell- 


“i | | PENBERTHY LUMBER 
te de ing or shrinkage, allowing sash to be 


COM PANY raised or lowered freely at all times. 
| | eo e 
tile Cut-away view - Actual size 
5800 South Boyle Avenue 


Los Angeles 11 U.S. Pat. No. 2,187,412 




















2 - WINDOW STAY COMPANY, CHICOPEE, MASSACHUSETTS 
ok PAUL BUNYAN «keeps movine 


His mighty feats, recounted in tall tales, inspire today’s operations that carry 
his name. Logging and milling the high-altitude, virgin forest and its product. 


ao a Paul is shipping air-dried, surfaced stock from Susanville. 


rable TRADE MARK 


ak PAUL BUNYAN LUMBER CO. 


| y Manufacturer and Distributor 
i 
E 





BR wl Ponderosa Pine White Fir Incense Cedar 
REGISTERED SUSANVI LLE = CALI FORNIA 





inois 
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years Mr. Martinson has been su- 
pervising the selling of hardware 
on the West coast for the company. 


EDMUND C. GOOTEE has been ap- 
pointed eastern representative of 
the R. D. Walker Lumber company, 
Mobile, Ala. Mr. Gootee was re- 
cently with the Babcock Lumber 
company, Pittsburgh. 


H. C. PARRISH, formerly presi- 
dent, is now chairman of the board 
of directors of the Richmond Cedar 
Works, Norfolk, Va. O. B. HAYEs, 
formerly vice president is now 
president of the corporation. 


















3adger Lumber company Inc., 
Kansas City, Mo., announces the 
appointment of A. T. SEAVER as 
general manager and J. M. WELCH 
as general superintendent. 


Wheeling Steel corporation, 
Wheeling, W. Va., announces the 
appointment of S. A. MEDER as 
manager of the cut nail sales divi- 
sion, succeeding L. R. Grago, de- 
ceased. 








ONE HUNDRED and one years in the lumber business and still happy about it are A. B. Everitt, 





left, and S. M. Morris, vice presidents of the Long-Bell Lumber company, Longview, Wash. 

Mr. Everitt, general manager of the company’s retail department, was honored last month on 

his 50th anniversary with the company. Mr. Morris, in charge of the construction of the 
City of Longview, completed his 51st year with the company las! month. 


Companies Announce 


YAWKEY - BISSELL CORPORATION, 
White Lake, Wis., is building and 
equipping one of the most modern 
flooring mills in the country for 
the production of Wisconsin maple 
flooring using Yates-American 





flooring machinery. The company 
has also completed two new dry 
kilns with a capacity of two million 
feet per month. 

Wm. E. A. Christmann has dis- 
posed of his stock and is no longer 
connected with the CHRISTMANN 








H. B. Jordan, Gen. Mor. 


C. M. Jordan, Treasurer 





J. B. Deutsch, Detroit Mar. 


® 2 o 


Clarke County Lumber Mills 


Wholesale Forest Products 


Manufacturers Boxes, Shooks, Pallets 
Crating and Fabricated Items. 


Phone: TEmple 1-2924 
834 Maccabees Bldg. 
DETROIT 2. MICH. 


Phone: L. D. 167 
Anderson Building 
THOMASVILLE, ALA. 








D. M. McCLIntock LUMBER Co. 


Terminal Sales Building, PORTLAND 5, ORE. 


Telephone: Atwater 9355 


Douglas Fir, Red Cedar, Sitka Spruce 
and Hemlock Lumber -- Shingles 


Mill Agents for 
Engle & Worth Lumber Co., McMinnville, Oregon 
Timber, Inc., Harrisburg, Oregon 


Luckiamute Lumber Co., Pedee, Oregon 




















DISTRIBUTORS OF 


SHEVLIN PINE 


Reg. U. S. Pat. Off. 
EXECUTIVE OFFICE 
900 First National Soo Line Building 


MINNEAPOLIS, MINNESOTA 
DISTRICT SALES OFFICES: 





SELLING THE PRODUCTS OF 


*THE McCLOUD RIVER LUMBER 
COMPANY 
McCloud, Calif. 


*THE SHEVLIN-HIXON COMPANY 
Bend, Oregon 


*“Member of the Western Pine Associa 
tion, Portland, Oregon. 











NEW YORK 
1604 Graybar Bldg. 
Mohawk 4-9117 


Po aa Pan Woodonh 








SPECIES 


PONDEROSA PINE 
(PINUS PONDEROSA) 


SUGAR (Genuine White) PINE 
(PINUS LAMBERTIANA) 














CHICAGO 
1863 LaSalle-Wacker Bldg. 
Telephone Central 9182 


SAN FRANCISCO 
1030 Monadnock Bldg. 
Exbrook 7041 
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BA P. 0. Box 2140 LITTLE ROCK *...%" 
taj TELEPHONES: Local 4-6592 @ L. D. 30 \x*. 
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YET! . . . NOT UNTIL 
YOU'VE SEEN THE 
"WOODY" ADVERTISING 
CAMPAIGN FOR 


LUMBER DEALERS! 


» to one dealer in every town. 


i H — p ” 





i P. O. BOX 6117 


— 


“WOODY” sa 


YOU HAVEN'T SEEN ANYTHING 


“WOODY” is available exclusively ©\4@ . 


yes 
~ 





"WOODY" WILL WORK FOR YOU... 
WRITE FOR COMPLETE DETAILS 


| worldwide syndicate 


a. 
ys: ff +. 
Ret a es 


“ann 
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DALLAS, TEXAS | 
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have been time-tested through many years of 
service to the building industry. 
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The Original 
Modern Wood Preservative 
and 
Parker’s Primerless Putty 


Specify them 
on your next order. 
















. easiest to handle, store, transport and install. Yet INFRA 
is unequalled in insulation efficiency. 


REJECTS AIR CELLS 
INFRA-RED RAYS CONSERVE WINTER HEAT 

































INFRA ACCORDION 
ALUMINUM INSULATION .... 


C FACTORS: 


072 downward heat equals 67/2" rockwool 
.095 upward heat equals = 5!/,"" rockwool 
10 lateral heat equals 5" rockwool 


INFRA is better insulation . . . 
better for your customers... 
better for you. Use INFRA 
ACCORDION ALUMINUM 
for higher profits on every 
job. Ask us for proof and 
samples! 


{ THERMAL FACTORS 
| STAMPED ON EVERY 
INFRA CARTON 


ALUMINUM AND TRIANGULAR 


ee yrs: REPEL SUMMER SUN 
10 MURRAY STREET: NEW YORK N Y 





VENEER LUMBER COMPANY, Saint 
Louis. The officers of the company 
are now Martin Beckemeier, presi- 
dent and treasurer and Bernard C. 
Jansen, vice president and secre- 
tary. 


CAN LUMBER AND TREATING COM- 
PANY, Chicago, exceeded any simi- 
lar seven-month period since the 
end of the war, J. F. Linthicum, 
president, has announced. 


CAPITOL LUMBER COMPANY INC., 
Atlanta, Ga., has announced it is 
now in business. E. E. Dill is 
president and R. A. Murphy is sec- 
retary and treasurer of the com- 


owner, closed the business in 194:: 
to enter the service. An expande: 
coverage of the Indiana territo: 

and surrounding states is contem- 
plated by the company in the nea) 
future. 


Contract for the construction 0! 
a 22-bed hospital addition to 
Masonite Clinic buildings at 
Laurel, Miss., has been awarded 


An arrangement whereby U. S.- 
MENGEL PLywoops INC., Louisville, 
Ky., will wholesale the Armstrong 
Cork company lumber dealer line 
of building materials at Jackson- 
ville, Fla., and Houston, Tex., has 
been announced. 


dianapolis has 
operations. 


pany which is a wholesaler in lum- 
ber and lumber products. 


WYATT LUMBER 
resumed business 
Edmond 


by MASONITE CORPORATION to Dye 
and Mullings of Columbia, Miss. 
Eugene Holland, president of 
Masonite, said construction work 
is to start immediately and the 
new building will extend the medi- 
cal service the comypany has pro- 


COMPANY, In- 


Wyatt, 





Jernard V. O’Neill and Julius 
Wolf have purchased an interest 
in the RUCKER LUMBER COMPANY, 
Arlington, Va. They will serve as 
vice presidents; Harry L. Ryan is 
president of the company. 


With more adequate supplies of 
lumber and preservative chemicals 
available, production to August 1 
of fire, termite and rot resistant 
wood by ten plants of the AMERI- 





“Confound it, Mr. Williams, | thought 
you were too busy to see me!” 


vided for the last 15 years to em- 
ployees and their dependents. 


J. H. Emery, Executive, 
Roberts & Mander, Dies 

John H. Emery, 49, vice presi- 
dent of the Roberts & Mander cor- 
poration, Hatboro, Pa., died Aug. 
24. 

Mr. Emery joined the corpora- 
tion in 1945 as the district man- 
ager of the New York office. He 
assumed the position of vice presi- 
dent last February. 

















We specialize in 


KILN DRYING IN TRANSIT AND 
DIMENSION STOCK 


Also dried spruce, hemlock available, rough, 
dressed or tongued and grooved. 


Available for immediate delivery. 


INDUSTRIES BARIBEAU INC. 


Levis, Quebec, Canada 











ig 744 Drives’ em in at 
TL machine-gun speed 
~ 4 


Bo 
OL 


(P ip 
AUTOMATIC DIAMOND POINT DRIVERS 


Glaze with one hand. Efficient from EVERY position and angle. Securely 
hold clips of 100 DIAMOND POINTS which won't bend or corrode. Drive 
into hardest wood. Diamond Points for No. 1 (3) package of 50 sticks of 
100 each (5,000 points); for No. 2 (¥2"’) package of 40 sticks of 100 each 
(4,000 points). 


4390?) 3'4| Ge cole) bs Irvington 11,N.J.,U.S.A. 
Glaziers and Painters Tools and Machines Since 1872 
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Spot SASH CORD 


WITH WEIGHTS AND PULLEYS. 


— the one method of hanging windows that has 
been proved by generations of actual use to pro- _» 
vide perfect and permanent balance. 


The Colored Spots are our Trade Mark, Reg. US. Pat. Off 


SAMSON CORDAGE WORKS, BOSTON 10, MASS. 





Established 1850 


Cross, Austin & Ireland 
Lumber Company 


1246 Grand St Brooklyn 6, N. Y. 
Telephone c<vergreen 8-9000 





Lumber - Timber - Millwork 
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